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Rough Proofs 


“American Home Products drops 
anonymous role,” a news item says. 

They've been anonymous _ to 
everybody except the agencies and 
a few thousand media men. 
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A 5-cent tooth paste, in bottles, is 
offered by Listerine. Now at last 
the unbrushed tooth market the ex- 
perts are always talking about may 
be defined, with piecharts and color 
maps. 
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Tobacco rationing is a possibility 
for the future, government spokes- 
men are hinting, but cartoonists 
hope some way may be found to 
keep FDR’s eloquent cigaret holder 
filled. 
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To save paper, Australia has cut 
down on the distribution of mail 
order catalogs, while over here they 
can still get almost as much circu- 
lation as the Reader’s Digest. 


=~ * = 


The National Association of Chir- 
opodists thinks the boys in the Army 


INTRODUCTORY COPY — 


Asks House Inquiry 
on Grade Labeling, ~~ == 
Standardization 


Halleck Expresses Fear 
of Brand Elimination, 
Regimented Production 


Have 
YOU tasted 


Many Lynn 


They're VITAMIZED. 
They're NEW, different, delicious and nutritious. 


edd water according dum tions 


Washington, D. C., Feb. 4.—The py BT J 
status of the Office of Price Admin- Ro io” 
istration’s drive to institute grade 
labeling along with specific prices 
in fixed areas was further compli- 
cated this week by a resolution 
introduced in the House asking for 
an investigation of concentration, 


pues ne 


Al you dow contents 
of e Mary Lynn package inte » pan 


standardization, simplification and 
grade labeling. 
The resolution, introduced by 


Rep. Charles A. Halleck of Indiana, 
seeks to determine if WPB, OPA or | 


any other agency “is formulating | Lynn Food Products Co., Chicago, used 
plans with a view to putting into| this 420-line advertisement to introduce 
effect requirements with respect to| the new vitamized Mary Lynn soup mixes 
federal grade labeling of articles| in the Cincinnati market. Smaller follow- 
or commodities, and the discarding | up copy is appearing. 

of brand names of articles or com- | — 
modities, and any other require- 


need their services. And anybody 
who ever carried a 75-pound pack 
on his baek will agree with them. 
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Alex Osborn, telling how to get 
employes to “think up,” says, “Wild- 
ness is wanted. The crazier the idea 
the better.” 

No wonder this 
business to be in. 


is such a nice 


ments intended to bring about sim- | Introduces New 
plification and standardization of |se y= . ’ 
production, marketing and distribu- | Vitamized Mary 
| tion of articles or commodities, as | « 

| well as concentration of industry or | Lynn Soup Mix 

| production.” 
| Garbed in Congressional rhetoric, | 
| the resolution nevertheless came at} 
|}a time when OPA and WPB are 
| facing a number of critical decisions endl te aan 
| in regard to civilian economy. nett imeiies thle 
Go Hand in Hand Food Products Company. 
| 


cidedly new in dehydrated 


Chicago, Feb. 4.—Something de- 
soup 
mixes—a package accompanied by a| portions” for durable goods such as 
vitamin capsule—was being intro-| 
users in the Cincin- 
week by Lynn 


Commerce Analyst | Postwar Years 40% 
Warns of Danger (Above 1940 Goal 


in Postwar Boom _ of Hoffman Group 


Sterling Drug Plans Fletcher Challenges 
Well Along, New Salesmen to Fight 
President Reveals Collectivist Trend 


New York, Feb. 3.—Offering the 
alternatives of an expanding, dy- 
namic economy or mass unemploy- 
ment, C. Scott Fletcher, general 
sales manager of the Studebaker 
Corporation, yesterday challenged 
the nation’s sales executives to ac- 


New York, Feb. 3.—Inflation and 
economic disaster may be products 
of “pent-up, starved consumer de- 
mand” after the war if intelligent 
business planning and temporary 
government economic controls are 
not applied, Carl Hendrickson, re- 


You Pays Your Money and You Takes Your Choice 

Two views of the postwar world and of postwar business problems, one 
visualizing a pent-up surge of buying power likely to inundate the 
economy, and the other concerned with raising the peacetime output and 
employment level to a point where unemployment and doles can be 
eliminated and a stable economy developed, were presented to different 
New York audiences last week. Both are presented here; although they 
differ, in reality they present two facets of the same problem. 


gional business consultant of the, 
| Department of Commerce, told co- 
operative drug wholesalers today. 
Speaking before a two-day “Road 
Ahead Conference” of the Federal 
Wholesale Druggists Association at 
the Hotel Biltmore, Mr. Hendrickson 
| predicted that war sacrifices have 
created a demand of “gigantic pro- 


cept the initiative in forestalling 
“collectivism by default.” 

Mr. Fletcher gripped the atten- 
tion of more than 500 members and 
guests of the Sales Executives Club 
of New York with a picture of 
peacetime markets that would sus- 
tain the present high level of war 
production as he outlined the cata- 
lytic program of the Committee for 
Economic Development, which he is 
serving temporarily as field devel- 
opment director. 

Terming the future “both hopeful 


automobiles, housing, and household 
appliances. This demand, coupled 
with the potential purchasing power 
created by war bond purchases, sav- 


maid, as you probably thought. Admitting that standards are 
|necessary to efficient business prac- 
' 2 9 |tice, Rep. Halleck charged that} 

McCall’s mentions other women’s | “Standards misused can : 
service magazines in its new book-|4U@lity, create mediocrity, stifle 
let, and Aluminum Company of | °o™Ppetition ... eliminate brands as 
America pays tribute to plastics,|ComSumers’ guides, and regiment 


copper and steel in its 1943 adver-| Production.” 
tising. Have competitors put away | . 
the brass knucks for the duration? | OPP0Sing compulsory grade labeling, 
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“Why I like to write for Cosmo- 
politan,” is the title of an interesting 


little essay by Faith Baldwin, who grade labeling will destroy the 
omits to mention that Cosmo checks | V!ue of trademarks. , 
are not bad, either. OPA officials have consistently 


contended that standardization and 
grade labeling constitute no threat 
to trademarks. Rather, an OPA offi- 
magazine advertising in Latin | “i@! told ADVERTISING AGE today, 
America to let the folks know about | Standards and grade labeling will 
s lipstick, rouge and face powder. | Protect a trademark. ; 
The good neighbor policy is finally According to OPA FOSSOTUNE, 
getting somewhere. compulsory grading will guarantee 
to a manufacturer that no 
|petitor may move into his market 
These are adventurous days. You and compete with “upgraded goods.” 
ver know just whom you are Manufacturers fear, however, that 
going to meet when you decide to | 8tading will level off the difference 
toke a ride in an ODT vehicle of | between brands, thus devaluating 
blic transportation known as a both the trademark and the adver- 
ieab. _ tising expenditure which has built 
jit up. 
| That is also the position of Rep. 
Aireraft and ship production rep- (Continued on Page 30) 
esents the big news of Los Angeles, 
newspapers say, and even a 
llywood star is likely to turn out! 
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Michel Cosmetics is doing a lot of 
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DIRECTORY OF FEATURES 


’ ; : | Ad-libbing . 12 
be a sports shoe. | Admen in the Armed Forces +. ae 
v,ve¢ Coming Conventions . 33 

Diary of an Adman 22 

\ sports story says that Billy | Editorials 12 
rman is the only infielder the| Getting Personal . 2 
oklyn Dodgers now have on| !fformation for Advertisers ; 12 
ir team. Billy covers a lot of Obitueries . 33 


und, but Branch Rickey should 


| Postwar Planning 25 
nember that he isn’t as young] Private Lines . 
he used to be. Rough Proofs . ! 
Copy Cus. Voice of the Advertiser 16 
J oa 4 +f ‘ a 
é pret, * ER 


destroy | obtaining sufficient supplies is ex- 


The repeated contention of those | tisements weekly in Cincinnati, with 
including the great bulk of food|the week—contrary to usual food 
processors and such vocal congress- | advertising—and 


men as Sol Bloom of New York and| copy later in the week. 
Wright Patman of Texas, is that| conversational style, the advertise- 


com- | 


Photographic Review . 35 | 


| March 1 has now been set as the| Advertisements ranging from 420 
<4 | official beginning of points ration-| 

“This Woman Needs Help,” is the | ing. It is the opinion of OPA that | 
intriguing title of a new McCall’s| Points rationing, grade labeling and 
booklet. And it says nothing on|SPecific prices for specific grades 
the subject of how to land a new! @re all part of the same operation 


ings, and liquidated debts, indicate 


down to 70 lines in the Cincinnati| a booming sellers’ 


Enquirer announce the new vita- 
mized Mary Lynn soups. The com-| he indicated. 
pany feels certain that the product, | 

now offered in five varieties, has an 
exciting prospect although distribu- 
tion for the present will be limited 
to the single market. Difficulty with 


“Fraught with Danger” 


“This situation, fraught with the 
danger of inflation, is a condition 
with which we must cope intelli- 
gently to avoid economic disaster,” 
he continued. “Economic control by 
the federal government, for awhile, 
seems to be the only solution for 
stability and equitable distribution 
of goods and services, until such 
time as our productive facilities ap- 
proach the demand. 

“The problem after the war will 
be to control a boom. The oppor- 
tunity is the starved demand for 

(Continued on Page 30) 


pected to forestall any immediate 
expansion of production and dis- 
tribution. 

Present plans call for four adver- 


the larger copy scheduled early in 


reminder 
In familiar, 


small, 


(Continued on Page 31) 


Last Minute News Flashes 
American Dairy Account to Campbell-Mithun 


Chicago, Feb. 5.—Advertising of the American Dairy Association has 
| been placed with Campbell-Mithun, Inc., Chicago, effective immediately. 
Beginning in March, the organization will launch a new campaign, using 
newspapers and network radio 
Blue—designed to give the public an understanding of the dairy food 
situation and the problems of production. Jack Rheinstrom is account 
executive. For the time being, outdoor advertising of the association will 
continue with Foote, Cone & Belding. 


Marlin Tests New Shaving Cream Copy 


| New Haven, Conn., Feb. 5.—Marlin Firearms Company, maker of Marlin 
razor blades, has begun a test campaign for Marlin shaving cream with 
42-line advertisements in newspapers in Albany, Schenectady and Troy, 
| N. Y., and Columbus, O. Non-critical collapsible tubes of lead alloy will 
| be used, but copy emphasizes the need for returning old tubes with each 
| purchase. Craven and Hedrick, New York, is the agency. 


BBDO to Handle Wave's Recruiting Publicity 


New York, Feb. 5.—The United States Navy, bureau of personnel, has 
named Batten, Barton, Durstine & Osborn to direct publicity and promo- 
tion for the recruiting of Waves. No advertising will be used. BBDO 
directed Navy recruiting advertising prior to cancellation of recruiting 
by War Manpower Commission Chairman Paul V. McNutt. 


Feigenspan Brewing Company Appoints Maxon 

New York, Feb. 5.—Maxon, Inc., has been appointed agency for the 
Feigenspan Brewing Company, Newark, brewer of P O N beer and ale, 
and its Albany, N. Y., subsidiary, Doelger Brewing Company. Plans for 
| expanded advertising will be announced shortly. 


market for a| 
number of years after the war ends, | 


probably a 15-minute newscast on the| 


and inspiring,’ Mr. Fletcher esti- 
mated that the cessation of fighting 
would see savings of nearly 50 bil- 
lion dollars ready to fill postwar de- 
mands for goods. The goal for the 
first peacetime year would be a 
gross national output of approxi- 
mately 140 billion dollars, nearly 
40% greater than the last peacetime 
year, 1940. 


Must Employ 55 Million 


The postwar employment goal 
that must be met after the war is 
55 billion, compared with 46% bil- 
lion in 1940, and 63% billion esti- 
mated for the peak of war produc- 
| tion and military service in 1943, 

Mr. Fletcher said. 
| Neither war workers nor soldiers 
| will tolerate doles or subsistence 
| levels during the postwar period, he 
| emphasized. These people will in- 
| sist that if business can’t give them 
jobs, government must. 

The young Studebaker executive 

pointed out that the CED is not an 
| over-all postwar planning agency. 
| It’s job, he said, is to stimulate grass 
roots planning by communities, by 
big business and small, with the 
goal of full employment. He out- 
lined in detail the regional and local 
organization that is being built as a 
“two way street” to get information 
for intelligent marketing and pro- 
duction planning to small industries 
and small communities as well as to 
collect facts to guide national esti- 
mates by expert planners. 

First studies by the CED research 
division will be concerned with the 
immediate problems of the conver- 
sion period, such as disposal of war 
plants, dismissal wages, 
tion of contracts. 


renegotia- 


Would Restore Incentive 


A second and “tremendously im- 
portant” step in research will be a 
study of the incentives that will re- 
store the desire to take risks “in 
more people’s hearts.” 

A third will include 
of business mortalities 
ditions that 


the causes 
, and the con- 
will help small busi- 
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ADVERTISING AGE 


| 
nesses, “the seed bed of our free | 
competitive economy,” to expand. 

Clarence Francis, president of 
General Foods, in introducing Mr. 
Fletcher, emphasized that the CED 
hoped to produce “jobs, not treat- 
ises.” 

Key tasks, he said, are to define 
the climate under which we will 
all be working—the attitude of 
people and government towards in- 
dustry—and to encourage ideas that 
will stimulate industrial activity for 
the general good of the country. 


Dawson Joins Mac Wilkins 


Donald R. Dawson, for the past 
three years promotion manager of 
the Portland Oregonian and Sta- 
tions KGW and KEX, has joined 
Mac Wilkins, Cole & Weber, Port- 
land agency. He was _ formerly 
associated with Botsford, Constan- 
tine & Gardner in the Portland and 
San Francisco offices. 


Houck Moves Offices, 
Adds New Account 


Houck & Co. has moved its offices 
from the State Planters Bank build- 
ing, Richmond, to the eighth floor 
of the Life Insurance Company of 
Virginia building to make way for 
government offices. 

The agency has been appointed to 
handle the advertising of Laura 


February 8, 194; 


Copenhauer Workers, Marion, Va. 


GROSS NATIONAL OUTPUT 
vs. 


NET NATIONAL INCOME 


When the Department of 
Commerce and the Committee 
for Economic Development 
speak of a $160 billion econ- 
omy, they mean “Gross Na- 
tional Output,” not “Net Na- 
tional Income,” the smaller 
figure employed more fre- 
quently in the past. Here are 
estimates of each, in billions 
of dollars, to date: 


Gross Net 
National National 
Year Output Income 
1929 99.4 83.3 
1930 88.2 68.9 
1931 72.1 54.5 
1932 55.4 40.0 
1933 54.8 42.3 
1934 63.8 49.5 
1935 70.8 55.7 
1936 81.7 64.9 
1937 87.7 71.5 
1938 80.6 64.2 
1939 88.1 70.8 
1940 97.1 77.3 
1941 119.5 94.7 
1942 140.0* 110.0* 
1943 160.0* 118.0* 


*Estimates (1941 prices). 


Smelser, Others 
Found Guilty in 
P & G Conspiracy 


Boston, Feb. 5.— The industrial 
espionage trial involving alleged use 
of the mails by Procter & Ganmable 
Company and its employes, in col- 
lusion with certain Lever Bros. 
Company employes, came to a dra- 
matic close here today when Federal 
Judge George C. Sweeney handed 
down a directed verdict of acquittal 
against the corporate defendants 
and directed verdicts of guilty 
against four individuals involved. 

The judge directed a verdict of 
guilty against D. P. Smelser, man- 
ager of the market research division 
of P & G, his assistant, C. W. Knap- 
penberger, Raymond J. Lamping, 
another P & G employe, and Frank 
J. Elms, another employe. Mr. 
Smelser was fined $5,000, Mr. Knap- 
penberger $1,000, Mr. Lamping $500, 
and Mr. Elms was given a six 
months’ suspended sentence and one 
year’s probation. 

In directing verdicts of acquittal 
for the P & G corporations involved, 
Judge Sweeney declared that no 
evidence had been presented to link 
any corporate officers with the al- 
leged conspiracy. 


The criminal case, one of a long 


related: 


ETROIT’S entire history is a record 

of doing things in a bold, brilliant 

and dramatic manner. What its people 
accomplished in brief in 1942, is here 


makes Detroit 
of anything. 


* * © Led all American cities in 
the biggest one day salvage drive, 
collecting 12,500 tons of scrap on 
October 28, 1942. 


* * * Rushed through its War 
Chest Drive with total pledges of 
$6,533,827 against a quota of $5,- 
800.000. 


* * * First to oversubscribe its 


Red Cross quota of $2,000,000. 
Also first in the number of Red 
Cross memberships, with a total 
of 593,000 or one-third of the en- 
tire city’s population. 


* * * Leads the nation in War 


Bond investment on per capita 
basis with $95 for every man, 
woman and child in the city. On 
January 1, 1943, 183,053 war work- 
ers alone in 1,132 factories were in- 
vesting $1,494,482 each week. 


* * * Collected in November 2.072 
tons of prepared tin cans, or more 
than any other city in the country 
during 1942. 


HESE achievements reflect the city’s spirit. 
They are indicative of the alacrity with which 
Detroiters respond to honest appeals. This same 
spirit of getting things done FIRST and FASTEST 


America’s best market for the sale 


The Free Press helped sell these ideas to Detroit 


people. You can use it in the same effective way 
to help sell your goods. 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Vas’l Representatives 


series of civil and criminal actions 
involving the two soap giants, was 
based on a federal grand jury in- 
dictment charging P & G with using 
the mails to defraud in conspiring 
to secure confidential data covering 
Lever. Bros.’ research, production 
and advertising activities. 


New Calvert Drive 
Geared to Further 
U. S. War Effort 


New York, Feb. 4.—Calvert Dis- 
tillers Corporation this week incor- 
porated in its advertising program 
for 1943 the plan for utilizing na- 
tionally famous trademarks to pro- 
mote the war effort, suggested by 
the firm’s president, W. W. Wachtel, 
last July. 

Current and subsequent insertions 
will be tied in with various govern- 
ment activities, including the pur- 
chase of war bonds and stamps, 
saving of fats, collection of scrap, 
salvage drives and similar cam- 
paigns. 

Calvert’s schedule has_ been 
broken down for two extensive 
drives: the “Happy Blending” 
newspaper and magazine series 
which will be titled “Wise Rhymes 
for These Times,” and the “Metro- 
politan Moments” series for Calvert 
Reserve, employing a humorous car- 
toon technique to help put across 
many government - recommended 
ideas. 

The two campaigns will be con- 
tinued with themes altered to pro- 
mote the war effort, according to 
E. E. Guttenberg, advertising man- 
ager. 

Initial advertisement for “Wise 
Rhymes” features Bob Weaver, “a 
demon at producing airplane mo- 
tors,” and his wife Bess Beaver, 
who is a “wizard on nutrition.” 
Animation of different animals fol- 
lows closely a plan whipped up by 
Mr. Wachtel. This series will ap- 
pear regularly in 21 national maga- 
zines and over 225 newspapers from 
coast to coast. 

Among opening insertions in 
“Metropolitan Moments” is one de- 
picting a man reading his paper 
while sitting in an easy chair by 
the window, bundled up in fur coat, 
galoshes and muffler. Headline 
reads: “I’m saving fuel as best I 
know—to make it hot for Tokio.” 
This series will run in Cue, Esquire, 
Newsweek, The New Yorker, Time, 
and newspapers in metropolitan 
markets throughout the country. 

Transportation advertising will 
supplement both drives in about 40 
different transportation lines with 
monthly riders totaling 650,000,000. 
The Calvert Owl, “Mr. Whisky Wis- 
dom,” is shown pushing a wheelbar- 
row full of scrap, and suggesting, 
“Let’s save rubber, let’s save tin— 
Let’s get all our old scrap in.” For 
added pulling power, the wheelbar- 
row projects from the card, lending 
a three dimensional effect. Outdoor 
posters also will play up the gov- 
ernment’s scrap drive in selected 
markets. 


Fire Prevention 
Stressed in Copy 


To combat carelessness responsi- 
ble for heavy fire losses, the Central 
Manufacturers’ Mutual Insurance 
Company, Van Wert, O., has adopted 
a fire prevention theme for its 1943 
advertising campaign, which opened 
with a half-page insertion in The 
Saturday Evening Post. 

Howard Swink Advertising 
Agency, Marion, O., directs the 
account. 
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CAN'T FUEL ALL 
You Cent Foe Mee rme Paovce Ate re Taye! 


Destetiong Facslemes are Devoted (00% Wer Production 


Canstains White Seal 


— BLENDED WHISKEY 86.8 Proof 60% Gram Newel Spies Carma Bras Dunithing Go. inc te . 


The familiar Carstairs seal, dressed fo, 

cooler indoor temperatures, gives 4 

householder some tips on fuel saving in 

this advertisement of the distiller's new 

series which ties in with various govern. 
ment campaigns. 


New Carstairs 
Series Promotes 
War-Winning Ideas 


New York, Feb. 3.— With its 
distilling facilities entirely con- 
centrated on war production, Car- 
stairs Bros. Distilling Company, 
beginning this month, will devote 
its newest series of newspaper ad- 
vertisements to promoting cam- 
paigns of the Office of War Infor- 
mation. 

The need for maintaining tire air 
pressure of 32 pounds and keeping 
automobile speed below 35 miles an 
hour is presented with the heading, 
“Air Today—Go Tomorrow!” Heat 
conservation is introduced by “You 
Can’t Fuel All the People All the 
Time!” while “Save the Fats and 
Make the Ammunition,” emphasizes 
the necessity for saving waste fats 
to make explosives. Subsequent 
advertisements will stress victory 
gardens, tin conservation, car shar- 
ing and clothing conservation. 

“This method of handling an 
advertising appropriation is one that 
we hope many other companies will 
follow,” said G. Allen Reeder, Car- 
stairs advertising manager. ‘“Mes- 
sages of this sort help the govern- 
ment in many of its home-front 
campaigns, and we believe the pub- 
lic is glad to see that its old adver- 
tising friends put winning the war 
ahead of their private fortunes.” 

Lennen & Mitchell handles the 
account. 


‘Tops’, Keynote of 
Dundee Towel Drive 


Dundee Mills, New York, is pro- 
moting its line of Dundee towels in 
a series of half-page, full-color in- 
sertions in a list of magazines 
including American Home, Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal and 
McCall’s, starting with February 
issues. 

Illustrations feature officers’ caps 
representing all branches of the 
service, carrying out the “tops” 
theme of the series. Wesley Ass0- 
ciates, New York, is the agenc: 


Returns to Macfadden 

William DeVitalis has joined ‘he 
New York sales staff of Macfad: en 
Women’s Group. Mr. DeVitalis \ a5 
|formerly eastern advertising m »- 
|ager of Liberty and prior to (a! 
| had been associated with Macfad: en 
Publications for 18 years in var) us 
capacities. 


catalog PQTOGRAPI 


| * Modern illustrations of merchandise 


with or without models 


STANDARD STUDIOS INC * 540 N 


MICHIGAN AV + CHICAGO 


WHI 5305 
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fe i LARGEST NET PAID 

victory 

-— February total net paid will exceed 3,300,000. 

ng an 

ne that 

i 

fron LARGEST NEWSSTAND SALE 

adver- 

- February newsstand sale will exceed 3,000,000. . . 

es the 
an increase of 500,000 over February 1942 issue. 

be te 

oe LARGEST BONUS 

House- 

— February bonus will exceed 1,000,000 net paid. 

Ag = 

Re xm 

“ ADVERTISING AT NEW HIGH 

L 

fa n Advertising billing for the first quarter of 1943 establishes 

7 : a new six-year peak . . . reflects advertisers’ increasing 

*- recognition and cultivation of the “new money” market. 
MACFKFADDEN WOMEN’S GROUP 
Reaching the “better half” of wage-earning America... 
the wage-spending women. 
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Insurance Society 
Wages War on U. S. 
Health Insurance 


Claims Government 
Can't Do Job of 


Private Companies 


| tributed by employes and employ- | 
ers. 
| While it is admitted that some 
“elements in the insurance business 
|do not regard extensions of the 
social security 


plan as now operated, underwriters 
as a whole are both interested and 
‘concerned, and are watching de- 
velopments in Washington carefully. 


May Use Advertising 


Because of the large volume of 
advertising used by health and ac- 
cident insurance companies, life 
companies writing disability insur- 
ance and other forms of insurance 


Chicago, Feb. 4.— Formation of 
the Insurance Economics Society of 
America, with headquarters at 176| represented by mutuals, fraternals, 
W. Adams St., Chicago, is the first! Blue Cross hospital plans, etc., it is 
step taken by the insurance industry | considered likely that advertising 


to disseminate information to the| | may play an important part in the) 


public regarding the proposed ex-| | educational work which is to be 
tension of social security benefits | undertaken by the Insurance Eco- 
through the Eliot bill and other | nomics Society. 
measures advocated by the national; One of its objectives is stated as 
administration. 

This group, which represents a 
strong element in the insurance 


| 


program as serious, | 
in the light of experience with the | 


7 Tou seems Lace yop ht 
“Wo GE FEELING ‘ar —HE GouGHT 
OF THOSE EXCELSIOR \!/ 
hy POST-WAR CONVERTIBLE 
. POLICIES Last 
wiGuT / 


For Information Phone Elgin 1406 


He EXCELSIOR L LIFE 


A STRONG CANADIAN COMPANY 


ESTABLISHED 1889 


Out of the groove for insurance advertising, this cartoon-style copy is being tested 


in the Toronto Daily Star by Excelsior Life Insurance Co., Toronto. 


Tandy Adver- 


tising Agency, Toronto, handles the account. 


other officers are C. W. Young, Mon- 
arch Life Insurance 
Springfield, Mass., first vice-presi- 
dent; C. A. Craig, National Life and | 


Company, | 


The organization has just issued 
the first booklet in its educational 
program, “Facts About Social In- 
surance,” in which by a questions- 


Accident Insurance Company, Nash- | and-answers series the arguments 


ville, Tenn., second vice-president; 


| Fred M. Walters, General Accident, 


“a long range educational plan for | 
reaching the people to give them a| 


Fire & Life Assurance Corporation, 
Philadelphia, secretary, and G. F. 


against compulsory insurance ad- 
ministered by the government are 
presented. Other material on this 
subject is being prepared for later 


——_—___—— —— i | 


Sugar Processors 
Boost Product in 
Statewide Drive 


(Picture on Page 35) 


San Francisco, Feb. 3.—Thyre 
leading beet sugar  processo. 
Spreckels Sugar Company, Hpojj, 
Sugar Corporation and America, 
Crystal Sugar Company, joine: th), 
week in launching a statewid: 


Cam. 


paign boosting California-crow, 
sugar—“the sugar that needs py 
ships.” 


The consumer drive will include 
a series of 640-line advertisemen}, 
in newspapers and farm publica. 
tions, a full page in Sunset Maga. 
zine, and 24-sheet posters in selecteg 
areas. The San Francisco office os 
J. Walter Thompson Company, with 
whom the account was recently 
placed, is handling the campaign, 

Typical headlines tell Californian: 
that “The Axis can’t lay a finger oy 


better understanding of how volun- | Manzelmann, North American Acci- | distribution. 


field, regards compulsory health in- tary accident and health insurance | 'dent Insurance Company, Chicago, Others Wait Watchfully 
The attitude of many of the larger 


surance such as is proposed by the | is serving them, and to convince} | _ treasurer. 

Social Security Board as the first| them that we can do a better job | Harold R. Gordon, executive di- 
step toward socialization of insur-| than can the federal or any state | rector of the Health and Accident | insurance companies, including 
ance generally, and as a threat to| government.” Underwriters Conference, is manag-| those in the life field, has been one 
all business through heavy with-| C. O. Pauley, of the Great North-| ing diréctor; E. H. O’Connor, execu-|°f watchful waiting. While they 
drawals from national income by|ern Life Insurance Company, Chi-| tive director, and John Hall Woods, | &re concerned about the extension 


. > ‘ 
means of taxes on payrolls con-! cago, is president of the society, and| publicity director. |of social security to the health and 


Reaffirmation of 


this sugar grown inside our state” 
and “Sugar and meat—two grea: 
‘fighting foods’ from one Californi, 
farm crop!” Copy accompanying the 
latter headline points out that ap 
average acre of California suga; 
beets produces about 5,500 pound; 
of sugar and that the by-products o; 
the same acre, fed to cattle and 
lamb, “can produce 300 pounds oj 
meat.” The saving in shipping space 
is noted, with state-grown beets 
moving from field to factory to gro- 
cer inside California, thus eliminat- 
ing heavy freight rates. 

Each advertisement in the serie: 
carries three wartime tips for food 
shoppers: buy early in the week 
carry groceries home whenever pos- 
sible, and use ingenuity in planning 
meals. 

Prior to the consumer advertising 
black-and-white spreads in _ five 
California and West Coast grocery 
trade papers urged retailers to tix 
in with the promotion, and four- 
page portfolios also were sent t 
grocers outlining the program. 


CBS Changes Rules 
on Transcriptions 

The Canadian Broadcasting Cor- 
poration, controlling body of al! 
Canadian radio, has amended Regu- 
lation 18 to permit basic stations of 
CBC and those permitted to air U.S 
network programs, to use not mort 
than one hour of transcriptions or 
delayed broadcasts between th 
hours of 7:30 and 11 p. m., wit! 
neither commercial nor _ sustaining 
programs to occupy more than hal! 
an hour. 

Class Bl Canadian stations may 
now use 1% hours of recorded pro- 
| grams, with at least one-half hou 
said | sustaining, Class Cl stations ar 
‘any exposure of 35 mm. film | permitted 2% hours of recorded 
for a factual picture without our | Programs, with at least an hour sus- 
|specific authorization—even if the | ‘4 and Class C2 is permit 
| film was in inventory before Jan. 1, | . hours, with a maximum of of - 
or had been approved for transfer | 9°U of commercial sponsorship 
_ before that date—is a violation of ° 
the law.’ Waymack Named Editor 

According to order L-178, not| of Des Moines Papers 
more than 44,300,000 linear feet of| W. W. Waymack has been elected 
35 mm. film may be exposed for|editor of the Des Moines Register 
factual pictures during the first six | and Tribune, succeeding Harve) 
months of 1943. ‘Ingham, who becomes edito 


ini emeritus. 
Fred A. Little, general counsel 
NAM Booklet Issued jand Arthur T. Gormley, busines 
for Worker-Taxpayer 
The National Association of Man- 


for hospital care, they feel that 
their correct position is to wait until 
the complete national program, 
which apparently will be based on 
the widely publicized Beveridge 
plan presented in Great Britain, is | 
offered in detail, and then to de- 
termine what specific features are 
subject to criticism or opposition. 

In the meantime, the Insurance 
Economics Society will represent 
the more aggressive viewpoint to- 
ward the threat to insurance and 
| free enterprise in general which its 
sponsors believe is inherent in pres- | 
ent proposals. 


WPB Tightens Ban 


on Factual Films 


Washington, D. C., Feb. 4.—The 
making of factual 35 mm. pictures 
even if the stock was in inventory 
before Jan. 1, has been prohibited 
| by the War Production Board unless 
specific permission has been granted. 

Factual pictures are defined as 
those whose main function is infor- 
|mational or instructional. The order 
| includes such subjects as industrial 
| training, civilian defense activities, 
|salvage and others serving educa- 
tional purposes. 
| Harold C. Hopper, chief of the 
|WPB motion picture branch, 
| that ‘ 


The NEW YORKER 


There’ve been some changes made... The first WPB order reducing the 


quantity of paper magi azines can use has been met promptly. Further cuts 


will probably be ordered. There will be some changes in magazines gener- 


ally. You will see some in The New Yorker. Some you may not notice, 


some you may be fretful about. But the total of them in the various mag- 


azines will not please the Axis. This we promise: we will go on giving 


our readers the best magazine we can possibly make under the limitations. 


The restrictions are all physical. after all. No matter how severe they be- 
come, we will put out a fine periodical. Admitting to a slight bias, it may 
even be the best in the world. We can promise this confidently because 
The New Yorker wasn’t built of pulpwood, copper, zinc, acid, coal, oil, 
printer's ink, steam and electricity. Sure. we have made reasonably good use 


of all these phy sical and chemical materials, but our magazine has been made 


manager, have been named vice- 


of essentially live matter. IDEAS, Ideas flow in to us abundantly in the | ‘presidents. 


|}ufacturers has published a_ con-| ee : 
. » « re 1 . oe 7m ¢ oe a ad > bad ata r > T star | densed 16-page booklet, “Under- WIWC Ends Operation: 
— <a oa 1 , a - ie , IDEAS sigs hat make he Ne a \standing Your Income Tax,” de- Operation of Station WJWC, 


|signed primarily for distribution to | cago, owned by Hammond-Caluet 


Yorker. IDEAS are what make New Yorker readers. For that matter, ideas 


a workers, many of whom| Broadcasting Corporation, will end 

| . | f Y tl All will be paying income taxes for the | | with its final sign-off at 12:35 a. m., 

are the \ ng good advertisements are made of, too. Tes, there wi first time this year. |'CWT, Feb. 7. John W. Clarke, 
are the on ) thi oi . " . Humorous line drawings and the|president, previously had adv::ed 


case history of a “fellow named Joe” | the FCC of the station’s desire ' 
| describe the procedure for filling out | give up its license and to contribute 
and filing an income tax return. ‘its equipment to the governmen 


WHO 


FOR IOWA PLUS! 
50,000 watts 


DES MOINES 
FREE & PETERS, IN 


be some changes. But in this country vou can’t ration ideas. Ideas are 


what this country is made of. So whether they re printed on meat paper 


— 


or maple leaves. good issues of The New Yorker will keep on coming out, 


each with a solid. generous quota of ideas in the editorial pages. of pictures 


and language, and in the advertisements. If the paper were 
printed on a Washington hand-press in a shelter. one copy 
to each issue. it would still be quite a paper. IDEAS are 


what great magazines are made of. 


ZA Exclusive National Representative 


FEBRUARY. 1943 « THE NEW YORKER, 25 WEST 13RD STREET. NEW YORK CITY 
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Ca ae Bass gine 


ADVERTISING AGE 


Two photographs upon executive's 
office desk ... Revealing to him 


a truth about 


One, a picture of bright little feller . . . First-class boy-citizen, 
his father thinks . . . Youngster to be reared in best ENVIRON- 
MENT ... Best environment so he'll have best chance in life .. . 
And then the other, hardly more than a year out of college . . . Now 
suddenly a man .. . Man resolved to defend the fine heritage his en- 


vironment gave him. 
a * 1 


By their living example they tell us much about advertising. 
Oh, your advertisement is such a very human thing, too! For is it 
not the offspring of your hope and ambition? Is it not an expres- 
sion of your own self and the voice of what you have to give to your 
fellow-citizens? “Go out among the American people,” you say to 
it. “Go out and make many, many new friends. Go out and keep old 


> Yes, that is your command. But 


friendships warm and loyal, also.’ 
will you help your advertisement to obey by giving it the most help- 


jul surroundings—atmosphere—environment? 


* * * 


In the important Midwest city of Chicago the importance of environ- 
ment to advertising cannot be passed by—nor bypassed. For here 
the element of environment is related to Chicago’s key-audience of 
1.250.000 readers. 


his advertising 


It is a thinking, responsive audience. 


It is a concentrated audience that reads in the best environment— 


HOME. 


And they read The Chicago Daily News, their good companion, good 


counselor and keeper of good faith with their home and family ideals. 


America has returned to the home-way of life. We have cast off the 
sophistications and ostentations of our prewar years. And, as the love 
of home has been rekindled in our hearts, so, in the light of its flame, 
have we discovered new joys in the simplicities and the never-failing 


inspiration of family devotion. 


In this return to the home-way of life—this event that has so power- 
fully influenced our country—are you, as merchant or manufac- 


turer, to be an outsider? 


Or, here in cur city of Chicago, will you let The Daily News give 
your advertisement entree to the environment — HOME-ENVIRON.- 
MENT—that is best? 


The question is not incidental, but vital! 


In this matter of the importance of home-environment many advertisers 

agree. So many, in fact, that in 1942 The Daily News carried more total 

display advertising than any other Chicago news paper—morning, evening 
or Sunday.* 


*Source: Media Records. For fair comparison, liquor linage has been omitted since 


The Chicago Daily News does not 


t aavertising tor aiconc beverages 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
D! TROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Oldest, Biggest 
Magazine Users 
fo Get Priority 


Few Publishers Yet 
Faced with Problem 
of Rationing Space 


By STEVE BOOKE 


New York, Feb. 3.—When paper 
searcity forces magazine publishers 


to turn down advertising space, the | 


oldest, the most consistent, and the 
largest users of space will get 
priority. 

This is the conclusion based on 
policies that will be put into effect 
by major magazine and business 
paper publishers after slashing trim 
sizes, cutting paper weights, elimi- 
nating waste circulation, and other 
conservation measures have been 
adopted, according to an ADVERTIS- 
ING AGE survey made this week. 

While only a few publishers have 
actually declined business so far, 
most are giving serious attention to 
the problem of determining which 
contracts they shall accept and 


which they shall decline 
from a buyer’s to a seller’s market. 
| Some publishers, not satisfied 
|with giving first call on space to 
| those who have been with them the 
| longest or the most regularly, are 
| planning to use editorial judgment | 
‘in selecting or rejecting copy. For | 
‘example, they will attempt to de- 
|termine which of two advertise- 
| ments will be most helpful to the} 
|war effort. Here are some of the 
policies reported: 


Crowell Reduces Weight 


Crowell-Collier Publishing Com- 
pany: Collier’s, American Magazine, 
‘and Woman’s Home Companion 
have already reduced weight of 
stock (with no anticipated impair- 
ment in color or black and white 
quality); complimentary copies and 
returns have been reduced or elimi- 
nated; mechanical controls on paper 
waste have been made in the plant. 


Subscription efforts will be cut 
down, especially those involving 
manpower. 


“Notwithstanding these modifica- 
tions in its operations, the company 
may not be able to publish all the 
advertising which is offered to it,” 
the publishers reported. “If such a 
situation develops every considera- 
tion will be given to the needs of 
regular advertisers in Crowell-Col- 


when | lier 
magazine advertising space shifts | 


vertising will have 
Crowell-Collier will, of 


priority. | 
course, 


make every effort to take care of| manager. 


all advertising contracts that may 
'be offered to them and trusts that | 


the nation’s economy will soon per- | the maximum of space limitations. 
| mit a relaxation of paper rationing.’ 


Time, Inc.: “When 


performance in Time and Life,” 
asserted Howard Black, advertising 
director. “Length of time and 
amount of space used, particularly 
during 1942, will be important fac- 
tors. During the first quarter of 
this year, Time, Inc., has deflected 
a steady stream of advertisers.” 


Sees Normal Decline 


Mr. Black predicted enough lost 
business during the first part of the 
year to make up the difference and 
prevent the cup from brimming 
over. Print orders for Life have 
been sliced from 4,100,000 to 3,700,- 
000, while Time has eliminated 
100,000 copies from the newsstands. 

Stressed also was the fact that 
neither of these publications has 


been accepting new advertising. 
“Whatever additional advertising 


has appeared, was and is strictly on 
a contingent basis and not contract.” 
Newsweek: This publication is 
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a Piet J T. IDAY the building industry is doing a three- 
ee fold wartime job. It is successfully delivering 
. - PS é a huge volume of vitally important wartime con- 
- _—¢ struction. It is doing an essential job of property 
a ; maintenance on the “home front”, and is preparing 
’ for a tremendous volume of post-war building that 
“ | is regarded as inevitable. 
te ‘ <u | American Builder's 1943 Editorial Program is 
a JILL “clicking” with readers and advertisers alike be- 
TMURRL cause it covers the industry’s wartime needs and 
1085 TO exerts constructive leadership in post-war planning. 
——a How perfectly this editorial program is geared to 
1943 FEATURE ISSUES industry needs has just been confirmed by a nation- 
wide, cross-section survey of readers. Here is a 
*January—Building Tomorrow — Pros- typical comment: “American Builder gives the 
fa que Eveae clearest picture of trade conditions in these trying 
*“Falremy—The immetiote War Hon times that I have been able to find”. 
ing Job 
March—Prefabrication Up-to-Date American Builder's 1943 program is the most 
April—Spring Building Number potent editorial force in the building field today 
May—Leooking Ahead to the Post-War Details of the editorial program, and of the survey, 
Quality Home “What Builders are doing in wartime”, will be 
June—Service and Commercial Build- sent on request. 


ings of Tomorrow 


editorial program. By 
will maintain 


imum volume 


” Sample i ps 


on request 


August—Farm Buildings—Why, W hat 
and When 

October—New Products and Research 
in Tomorrow's Homes 
Manufacturers of products used in 

building are urged to develop their 

1943 advertising and their post-war 

planning around the American Builder 


so doing they 
contacts with 
peacetime customers and will be in a 
most favorable position to develop max- 


of post-war sales 


regular 


CHICAGO, ILLINOIS 
105 W. Adams Street 


WORLD’S GREATEST BUILDING PAPER 


AMERICAN 
“BUILDER 


A Simmons-Boardman Publication 


NEW YORK, N. Y. 
30 Church Street 


publications with the under- | making every effort to accommodate 


standing that government war ad- | its old and regular customers on the 


it becomes| has been to take care of advertisers 
necessary to refuse orders, we will | who used space in Business Week 
do so strictly on the basis of past | in 1942, provided they did not ask 
for sudden extreme 


|on the company’s books. 


|be to take care of old advertisers | 


| have slightly more room than most | 


} 


| strength of past performance, said 
'Arthur V. Anderson, advertising 
When this has been ac- 
complished, opportunity will be 
provided for new advertisers up to 


Business Week: “Our first effort 


increases in 
schedules,” Paul Montgomery, ad- 
vertising manager, reported. 

When _ faced with staggering 
schedules, this publication requested 
a peeling off and subsequently ac- 
cepted all new advertisers in the 
order in which their contracts were 
signed. Those whose contracts ex- 
ceeded maximum advertising space 
were advised that their business 
could not be handled during the 
first quarter. They were informed, 
however, of a desire to maintain 
contracts on hand until “we could 
determine what might be done for 
the balance of the year.” 

The McGraw-Hill management 
also believes, Mr. Montgomery said, 
that new advertisers almost with- 
out exception are companies which 
are contributing directly or indi- 
rectly to the war effort. 


Others Give Views 
Macfadden Publications: The 


problem of advertising restriction 
due to paper limitations does not 
face Macfadden Publications in the | 
near future, said Everett R. Smith 
research director, but when that| 
point is reached, preference will | 
naturally be given to advertisers | 
who have been carrying contracts | 

Hearst Magazines: The policy will | 
first, acoording to Paul MacNamara, | 
promotion manager. A fair alloca- | 
tion of space to other advertisers | 
will be made as additional space | 
becomes available. 

Fawcett Publications: ‘Although 
our books are very well filled, we 


other publishers,” declared Eliott D. 
Odell, advertising director. “We| 
have given a great deal of consid- 
eration to this problem and in the 
final analysis believe that a combi- 
nation of longevity of association, | 
consistency and investment made 
over a period of time, in just that 
order, will determine our policy.” 

Mr. Odell emphasized that when | 


/advertisers who have placed busi- | 


ness with Fawcett for years are! 
taken care of, contract business | 
may be taken up, and in this case! 
priority will depend definitely upon | 
order of receipt. 


| 
Business Press Also Hit 


Haire Publishing Company: With | 
the advent of advertising limita- | 
tions, this company will base its | 
policy on the past record of adver- | 
tisers as to seniority, consistency 
and the average size of space pre- 
viously used. 

John J. Whelan, general manager, 
cited the instance of an advertiser 
who has used quarter pages every | 
month for years. He would not be 
permitted to increase his schedule | 


| to full pages at the sacrifice of other 


advertisers. Importance of an ad- 


| vertiser’s copy in relation to the war 


| lighter stock it will be possible for | 


would also be a consideration. 
“For the present, at least,” said 
Mr. Whelan, “new advertisers will 
be given every opportunity to use 
the pages of our magazines. By 
reducing our trim size and using | 
use to stay within the WPB limita- | 
tion and still maintain issues =a 


| aging the same number of pages as 


levying restrictions on advertising.” 


before.” 

Industrial Press: To date no ceil-_ 
ing on advertising has been imposed, | 
although there has been a 10% 
reduction in trim size. 

“We believe that new people 
coming along with new products are 
worth a try for the time being,” said 
Walter Robinson, advertising man- 
ager. “We will attempt to accom- 
modate everybody, but there will be 
no sweeping promotional drives. 
Other reductions are planned before 


The American Weekly and This 
Week Magazine are in a unique 
position. Although selling in com-| 


i. 


,| Said, “We are able to take care of 


|we are a cooperative organization, 


er, 


GETTING IT STRAIGHT 


Hi 
TwS STORY wes Oa APPLY TO 


Gebhaxcit 
CHILE CON CARNE 
M2 1, Gebhaxas 


CHILI CON i CARNE 


| 
il ANTICIPATE 
i NO PRICE 
ADVANCE 
say Gebhardt’ 1 your cage 


Reprinting an OPA explanation of an 

impending price boost and more meat 

per can, Gebhardt Chili Powder Co. 

San Antonio, Tex., was quick to mate 

two major points in this “follow-up” 

copy. Newspapers were used for the 
special message. 


petition with other national maga- 
zines, they are distributed throug) 
newspapers, and must be considered 
as part of each newspaper’s paper 
allotment, according to a_ special 
ruling by William G. Chandler, 
chief of the WPB printing and pub- 
lishing branch. No policy on adver- 
tising restrictions has yet been de- 
cided for The American Weekly. 
Thomas Cathcart, advertising 
manager of This Week Magazine, 


all incoming business at the present 
time. A meeting with our publish- 
ers next week will determine what 
future action will be taken. Since 


it is impossible to do all the things 
we desire.” 

Fred A. Healy, vice-president and 
advertising director of The Curtis 
Publishing Company, said that poli- 
cies had not yet been announced 
for Country Gentleman, Ladies’ 
Home Journal, and The Saturday 
Evening Post. 

McCall Corporation announced 
that no policy had yet been deter- 
mined. A spokesman said that any 
realistic publisher could not now 
establish a firm policy because of 
the possibility of future cuts. 

In the meantime, the National 
Industrial Advertisers Association, 
which for several years has urged 
business publishers to adopt stan- 
dard trim sizes of 8% by 115s 
inches, took cognizance of the pres- 
ent situation by revising its recom- 
mended publication trim size to 8's 
by 11%, the size which has proved 
most popular during the past few 
weeks. 


Joins ‘Cosmopolitan’ 

Russell Brittingham, formerly 
with American Magazine, has joined 
the eastern sales staff of Cosmo- 
politan, 


Adds New Account 


Hill Advertising Specialties Com- 
pany, New York, distributor of «d- 
vertising novelties, has appointed 
S. Duane Lyon, Inc., to hanile 
advertising. 


ele Helele) 


STOCK PHOTO: 


WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY 


425 S. WABASH AVENU 
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na Climaxing 13 Months of Sensational Circulation Gains—Reaching 
en de- 
ekly. + . 2 a 
sl an All-Time High in True Story’s 2,500,000 February Issue 
a ~ 
present 
ublish- 
e what 
Since by STORY in the past 13 months has achieved a newsstand gain of 
ization, 
things more than 1,000,000 copies—one of the five such gains in magazine 
gto publishing history.* 
At poli- 
ounced 
Ladies Now, under rationing of paper, it has become necessary to halt these gains. 
iturday 
a It has further been determined to return True Story to its premium price 
ounce 
Boge with a view to directing its sales toward those who want it most. 
t now 
use of 
; True Story’s current guarantee of 2,000,000 copies per issue will be main- 
ational 
—_ tained so long as paper restrictions permit. 
urge 
[ stan- 
d aie For 23 years, True Story has delivered more Wage Earner Families than 
‘to 84 has any other magazine. True Story’s market of Wage Earner Families is 
proved 
st few today—and in the post war will be—more important than ever before. 
, Today, with its return to a premium price level—True Story’s hold and in- 
rmerly 
— fluence on these families should bring increased profits for its advertisers’ 
investments. 
In Addition Only True Story gives your advertising the 
benefits of these 6 “extras” 
Si ici Rinne dealead 1. Most Wage Earners 4. Least Duplicated Audience 
py ial 2. Highest Average Ad Readership 5. Cover-to-Cover Readership 
an sOOk, 
3. Record Pass-Along 6. Moves with the Payrolls | 
| 
—for 23 years | 
i LIE : QO ’ . the Wage Earners* 
Favorite Magazine | 
| 
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Travel Officials — 
Hope to Keep Up 
Ad Campaigns 


Several States Plan 
Long-Range Programs 
Despite Restrictions 


Duluth, Minn., Feb. 4.—War ac- 
tivities, industrial expansion, agri- 
cultural development, conservation 
of natural resources and manpower, 
and participation in civilian defense 
activities were cited by the National 
Association of Travel Officials this 
week as wartime themes which wil! 
be prominent in state advertising 
during 1943. 

Members of the _ association, 
headed by Don Thomas, managing 
director of the All-Year Club of 
Southern California, admit that 
many pitfalls may confront state 
and regional tourist promotion dur- 
ing the year ahead. But many 
members have already outlined 
future programs, determined to 
carry on despite obstacles. Others 


are awaiting action by state legis- 
latures now in session before set- 
ting up schedules. 

The successful program, the asso- 
ciation indicated, is likely to em- 
brace a long-range plan to be put 
into effect when the war is over and 
normal conditions return. 


Minnesota Continues 


Minnesota, for one, intends to 
keep up its promotion, believing 
that the program of selling a com- 
munity is the result of years of 
effort. Victor A. Johnston, director 
of the Minnesota State Tourist Bu- 
reau, said the 1943 program will be 
“designed to keep alive in the minds 
of the people who have been coming 
here the fact that we offer them an 
outstanding family vacation land. 

“We believe that in keeping this 
thought in mind during this period 
of stress, and by keeping alive their 
desire to come here, we will profit 
greatly in the days of peace which 
we hope to see return again soon,’ 

A vacation pooling plan, operated 
with the cooperation of industry 
leaders, is being recommended by 
Hugh J. Gray, secretary-manager, 
West Michigan Tourist Resort Asso- 
ciation, and vice-president of the 
association. Under the plan, facili- 
ties in each locality would be inven- 


cannot be accommodated at the spot 
they have chosen, substitute accom- 
modations would be arranged and 
the visitor “sold” on the change if 
at all possible. 


Montana to Continue 


The association has been advised 
by W. C. Ferguson, Helena, Mont., 
manager of Montanans, Inc., that 
this branch of the state chamber of 
commerce has decided to continue 
its state advertising “to such a de- 
gree as funds will permit, empha- 
sizing postwar travel and invest- 
ment opportunities.” 

High on the association’s list of 
praise-worthy state promotions is 
the current magazine promotion of 
the All-Year Club of Southern Cali- 
fornia, urging the earmarking of 
war bonds for use in financing vaca- 
tion trips to Southern California 
after the war. 

Vermont saw a silver lining to all 
the gas rationing and “don’t travel” 
clouds when it started the holiday 
ski season with patronage compar- 
ing favorably in some cases with 
that of prewar years. Reasons ad- 
vanced include the closing of heav- 
ily-promoted Sun Valley, Idaho; 
the virtual impossibility of reaching 
other distant resorts; and the closing 
of competing eastern spots. 


toried and if prospective vacationers 


Among Vermont ski advertisers, 


@ Safe conduct for the sulfa compounds... 
to fighting men all over the world...to ad- 
vanced dressing stations...to base hospitals 


... safe conduct, and quick! 
Quite an order. 


It meant a whole new series of containers de- 
signed to meet all climatic conditions. Iceland 
frost, Borneo heat, downpours, bugs and sand- 
storms...the sulfa compounds had to have 
containers almost as miraculous as the drugs 


themselves. 


And that’s what they got. Paper turned the 


trick. Paper did the job. 


And paper is finding ways to lend a hand in 
other emergencies, too. In business where vital 
materials have been curtailed, for example, 
paper often holds the saving answer, although 
a priority rating may be necessary to clear the 


way. 


Out of all the innumerable jobs that paper can 
do, and the many extraordinary requirements 
it can meet, there must be a few directly applli- 


Shaker Packages Mustrated, designed by Hynson, 
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Westcott & Dunning, Inc., Baltimore, Md. 


cable to your own business. And if we seem a 
bit positive about this, it's because we have 
been making paper for many years—making 


a thousand miles of it a day. 


Puring this time we have gained a fund of in- 


prising uses. 


formation and experience that may prove use- 
ful to you right now. And certainly, when ma- 
terials are again available, it will enable us to 
supply you with papers for many new and sur- 


In the meantime, Oxford merchants and Oxford 


salesmen are at your service. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York, N.Y. 

Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 

35 E. Wacker Drive, Chicago, Ill. 


OS 


Can paper products 
the war effort? All 


take the place of scarce materials vital to 
our research facilities are concentrated on 


finding the answers. 


in addition to the winter sports 


campaign of the Department of 
Conservation’s Publicity Service, 
are three space users of pre- 


vious years and a new contender, 
Big Bromley, at Peru. The Pub- 
licity Service, located at Montpelier, 
instead of dropping its customary 
winter sports appropriation, in- 
creased it this season by 25%, sub- 
ject to cancellation in the event of 
unforeseen events. Townsend Ad-| 


vertising Service, Burlington, di- 
rects the account. 
At Madison, Wis., meanwhile, 


Acting Gov. Walter S. Goodland’s 
recent budget message to the 1943 
Wisconsin legislature calls for a cut 
from $150,000 down to $20,000 for 
the conservation commission appro- 


priation to advertise Wisconsin 
recreational attractions for the next 
two years. The department of 


agriculture’s yearly allotment of 
$71,250 to promote dairy products 
was dispensed with entirely in his 
recommended budget. 


Dewey Opposition 
May End N. Y. 
Milk Campaign 


Albany, N. Y., Feb. 4.—New York 
State’s nine-year-old milk advertis- 
ing campaign appeared slated for 
cancellation this week after Gov. 
Thomas E. Dewey announced oppo- 
sition to the tax supporting the 
drive. 

Legislative supporters of the ad- 
vertising campaign, placed by J. M. 
Mathes, Inc., New York City, agreed 
to bow to Governor Dewey’s oppo- 
sition, which threatens to prevent 
continuation of the campaign until 
the end of the current fiscal year, 
June 30. 

Fred S. Hollowell, dairy farmer 
and Republican assemblyman, 
termed the governor’s action an 
attempt “to sabotage the milk in- 
dustry of the State.” 

Despite vigorous opposition from | 
various legislative quarters, the milk | 
advertising, begun in 1934, received | 
an appropriation of $360,000 last | 
year. 

A Mathes spokesman pointed oui 
that the milk publicity debate re-| 
volved around a “non-existent” tax. | 
The tariff on yearly milk produc-| 
tion is self-levied by the industry. | 
Funds are advanced by the state) 
against probable production, then | 


|repaid by the producers after a| 


yearly accounting. Advertising has 
been focused on the more profitable | 
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THE GREATEST VITAMIN VALUE EVER OFFER!) 


ee 


BRANDS SELLING UP TO 
PIVE TIMES THE PRICE 


Peyiog fancy prices for vamios? Seve 
moor. Switch to Keot Vitamins A prod- 
ect of the nation + lesding vuamin labore 
tories, Keot Vitamins are exactly the same 
quality aed purity 2s other estionslly 
boows braods seilong up to five times the 
price! Their povency meets the Govero- 
weet suedamds tor the edul) micimum 


. 
Wiremin A... 4000 U.5.P. Unite 
Vitamin Bo. -s 333 U.S.P. Unies 
Vitamin BD ... 6. 400 U.S.P. Unite 


Ash for Keot Vitamins at your gro 
cara Teo-dey supply only 109, oF 
family size boule of 50 only 504. 


The grocer gets top billing in this recent 

newspaper advertisement for Kent vita- 

mins, with economy also stressed. The 

distributor, Kent Laboratories, is a divi- 
sion of Cupples Co., St. Louis. 


Plans to Step Up 
Promotion of 


Kent Vitamins 


St. Louis, Feb. 4.—Following 
favorable reception in the two ini- 
tial markets, Kent Laboratories re- 
vealed this week that distribution 
of Kent vitamins—a 10-day supply 
of vitamins A, B, and D retailing at 
10 cents—is being expanded and 
that advertising is planned in the 
new markets. 

The company, a division of Cup- 
ples Company, already has attained 
complete distribution through gro- 
cery outlets in St. Louis and Kan- 
sas City. The product was first 
introduced in the St. Louis market 
last Nov. 12, with copy running on 
the food page of the St. Louis Post- 
Dispatch each week since then. Spot 
announcements also are being used 
on three St. Louis radio stations. 

In Kansas City, Kent vitamins 
are being promoted via the Kansas 
City Kansan, Star and Times, as 
well as spot radio on KCMO, WDAF 
and KMBC. 


Beer Sales Gain 12.9°/, 


Beer sales for 1942 increased 
12.9% over the previous year, with 


fluid milk, rather than by-products. | total sales amounting to 67,701,035 
Resolutions from farm organiza-| barrels, according to figures released 


tions requesting continuance of milk | by 


the Research Company of 


advertising have been sent to the! America, New York. Packaged beer 
governor and both branches of the|Ssales accounted for 58.6% of the 


legislature. 


| total volume, with 37,529,691 bar- 


The New York State Holstein-| "els, compared with 56.1% in 1941. 


Friesian Association, representing | 
the “largest production breed in our | 
State,” at its annual meeting on | 
Jan. 22 recommended “continuance | 
of the New York State milk adver-| 
tising campaign upon its present 


_basis of a cost of % of a cent per| 


| 


| 


| 


| 


| 


| hundred pounds to each producer | 


and distributor.” 


WOW Attorneys File 
Answer to Court Suit 


Gross receipts of Station WOW, 
Omaha, during 1942 totaled $652,- 
303, attorneys for the Woodmen cf | 
the World Life Insurance Company | 
reported in answer to a _ district 
court suit seeking to prevent leasing 
of the station to WOW, Inc., a new 
corporation. 

The answer contended that Dr. 
Homer H. Johnson, Lincoln, Neb., 
who filed the suit, has no legal) 
capacity to do so, and denied his 
allegation that the transfer was not 
for the best interests of the society. 


Maca Yeast Offered 
to Consumers Again 

Maca yeast, taken off the market 
six months ago because of full-time 
production for the armed forces, 
again is being promoted in national 
magazines and farm journals, with 
increased facilities making it pos- 
sible for the manufacturer, North- 
western Yeast Company, to supply 
retail outlets. 

MacFarland, Aveyard & Co., Chi- 


cago, handles the account. 
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A CHROMART 
| PRINT 
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FROM YOUR 


KopAcHROmMe 


WILL YIELD SUPERIOR 


HI 


A fine Chromart Colorprint 

gives ort director, client 

and engrover the art-copy 

they like. Prices $38 up. 
Write! 
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PHOTOCHROME 


“837 N. FAIRFAX AVE. * HOLLYWOOD 
Overnight by Plane 
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“1 Ahundred years 
CROWD INTO ONE! 


Crisis confounds the clock, and magnifies 
the calendar. Nothing happens for decades... . 
but this year and next makes the life pattern for 


; 
; 
, \ 
# 

wr | 


jocon the future . . . Americans are suddenly soldiers, 

di and in strange places, with half a world to feed, 

furnish and fight for, as involuntary global 
guardians .. . In industry, necessity makes new 

wing methods a must. Research becomes a prime 

Us . resource rather than a slight accessory... . 

map And impossibles come to pass, can’t becomes 


1 and 
n the 


| can—and we make more, have more, know more! 
rains 
| gro- 


“rs So these are the years to watch, the seed 
nn time of many tomorrows. Alertness and 

se understanding are imperative for the intelligent. 
ast This magazine, which makes its interests the 
vbaF interests of all alert Americans, serves the need 


for understanding, supplies significances as 
well as information, spots the danger signals 
as well as the green lights . . . to people who 
can’t afford the luxury of ignorance! 

How The American Magazine is succeeding 
in its mission is evident from the plus percentages 
in its readership, the rise in its circulation, the 
up in its advertising . . . Evidence, also, of 


today’s major medium! . . . Investigate... . 


CROWELL-COLLIER PUBLISHING COMPANY 
= gg. aE 250 Park Avenue, New York, N. Y. 


(met Boston, Chicago, Detroit, San Francisco 
re why | 
IN THE SERVICE OF THE NATION 


at. t MAGAZINE 
| the wat 
what we wil pen . WALLACE 

—————— 


DECEMBER CIRCULATION MORE THAN 2,700,000 
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Koppers Combines 
Home-Front Morale 
and Product Copy 


(Picture on Page 35) 


Pittsburgh, Feb. 4.— A campaign 
designed to function as a home- 
front morale builder, while at the 
same time treating specific indus- 
tries served by Koppers Company, 
will spearhead the company’s 1943 
advertising program. 

The general campaign is to ap- 
pear in Business Week, Modern In- 
dustry, Purchasing and United 
States News, with four-color full 
pages scheduled to run throughout 
the year. Individual advertisements 
in this general industrial relations 
series will also be placed in busi- 
ness papers covering the particular 
field emphasized in each advertise- 
ment. 

Surrealist art which made Kop- 
pers’ promotion outstanding last 
year will be continued in the new 
series. The initial advertisement, 
showing a large rat with a face 
strongly reminiscent of the German 
Feuhrer’s, is captioned “Steel makes 


| 

| good rat traps.” Copy goes on to 
describe the coke ovens, couplings, 
coking coal, chemical recovery 
agents, bronze and other products 
which Koppers has supplied to in- 
dustry. 

Some Product Promotion 

This same copy is appearing in 
leading publications serving the 
steel industry. The second message 
—contrasting Hitler’s disintegraun; 
railroad system with the miracle: 
American railroads are performing 
—will run in all important railroaa 
publications. The product copy will 
be primarily of a “remembrance” 
nature for things no longer avail- 
able for civilian use. Koppers will, 
however, talk about such products 
as are still available for immediate 
sale, treated wood products for ex- 
ample. 

A special campaign in Editor & 
Publisher is addressed directly to 
editors, writers and reporters, and 
was developed to tell representa- 
tives of the consumer press the story 
of Koppers products and the vital 
part they are playing in the war 
effort. 

Another special campaign will 
run in the Wall Street Journal. 
Messages in this series will discuss 
the research and development of 
new products for the postwar era 
currently being carried on by Kop- 


|of data. 


Dyo Appoints Grant 


pers in order to show the financial 
world that what the company is do- 
ing behind the scenes today will 
have an important effect on the 
civilization of tomorrow. 

For the first time, Koppers will 
use a schedule in college engineer- 
ing publications during 1943. Thesc 
advertisements will give the engi- 
neers of the future helpful, inform- 
ative facts about the company and 
its products which may prove use- 
ful to them now and in their careers 
later on. 

Ketchum, MacLeod & Grove, Inc., 
handles the Koppers account. 


FCC Completes Catalog 


Assembly of the catalog of sur-| 
plus and salvageable radio equip- | 
ment by the Federal Communica- | 
tions Commission (AA, Jan. 25) has | 
been completed, FCC revealed last 
week. Distribution is being made 
to interested government depart- 
ments, inspectors in charge of regu- 
lar and subfield offices of FCC, and 
to 124 broadcasting stations in the 
United States and territories. The | 
catalogs contain some 1,100 pages | 


The Dallas office of Grant Adver- 
tising has been appointed agency 
for Dyo Chemical Company, manu- 
facturer of shoe dyes. John M. 
Quinn is account executive. 


) a a reason why WDOD 


of time buyers everywhere. Now in its 18th 
year, this pioneer radio station is enjoying 
the greatest season in its entire history. The 
chart opposite gives the details of a recent 
survey that proves WDOD's dominance. 


FOR CHATTANOO 


l. Sales Management's 


preferred list of high-spot mated 
cities shows Chattanooga prs 
not only one of the top 
markets in Tennessee, but actual 
one of the leading markets vary 

in the entire nation. Re- larger 
tail sales in the first eight 


months in 1942 are esti- 


PAUL H. RAYMER CO. 


any other Tennessee city. 


is the choice 
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at 48 percent 
the 1939 level. Its 
retail sales for Jan- 
1943 represent a 
gain than that of 


STATION c 
48°. 


Tenderoni Achieves 
Full Distribution, — 


Enters Magazines 


Van Camp 'War Baby’ 
Continues to Break | 
Pork & Beans Score 


Indianapolis, Feb. 4.—Achieving | 
national distribution for Tenderoni | 
in eight months through intensive | 
localized merchandising in news- 
papers, spot radio, and transporta- 
tion advertising, Van Camp’s, Inc., 
this week announced plans for an 
extensive national advertising cam- 
paign in general magazines and 
business papers. 

Magazines and sectional papers | 
included in the Tenderoni campaign 
during the first five months of 1943 
are The American Weekly, Better 
Homes & Gardens, Everywoman’s, | 
Family Circle, Good Housekeeping, | 
Ladies’ Home Journal, Our Sunday 
Visitor, Western Family, Sunset, 
This Week Magazine and Woman’s 
Day. Schedules range from alter- 


nate months in monthlies, to every | 


other week in This Week Magazine. 
Full color half pages will be fea- 
tured in national media. 

Nancy Sasser’s “Buy Lines” will 
be used every other week, and mer- 
chandising advertisements will ap- 


pear in Chain Store Age, Progres- | 


sive Grocer, and Super Market Mer- 
chandising. 


Steady Record Breaker 


Current copy features economy 
and usefulness of the “tender but 
not doughy” spaghetti-macaroni 
product. 

Tenderoni has been a continuous 
record-breaker since the War Pro- 
duction Board banned canned pork 
and beans, Van Camp’s major prod- 
uct, through its M-81 limitation) 
order of Feb. 12, 1942. 

One week after the WPB edict, | 
Van Camp’s purchased the name, 
formula, and plant of Tenderoni, | 
then a little-known product, as a| 
substitute for its staple line of pork | 
and beans. 

By March 29 Calkins & Holden, 
advertising agency for Van Camp’s 
and its parent company, Stokely 
Bros. & Co., had an introductory 
advertising campaign and a new 
package ready for presentation to 
district managers, brokers and 
wholesalers. The first advertising 
was launched on April 15, when 
50% distribution had been achieved 
in several markets. 


Free Offer Clicks 


The distribution - forcing news- 
paper campaign featured an offer of 
a free package with each iwo pur- 
chased, in two-color, 1,000-line 
space. Three weekly 200-line in- 
sertions followed in each market. 

Moving into 135 markets by Au- 
gust, the Van Camp’s sales chiefs 
reported that Tenderoni distribution 
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NOW IT'S NATIONA| | 
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The new ond delicious treat for 
MACARONI and SPAGHETTI love:. 
Tender — but not dough-y 


Quics 
fas: 


"Van 
TEND 
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A Delicious Treat for MACARONI x00 SPAGHETTI Jove 


Try this easy LENTEN recipe 
TENDERONI with SHRIMP Creole 


eal eh 


TENDERON! makes your meat go woe 

This four-color half page in magazines 

will spearhead the 1943 campaign for 

Van Camp's Tenderoni, the war-born 

sales substitute for canned pork and 

beans, which achieved national distribu- 
tion in eight months. 


in each market as well as dollar 
sales were equal to or ahead of the 
best records chalked up by the com- 
pany’s canned beans. 

National distribution, permitting a 
shift to national media, was 
achieved early this year. 


Urge Building Workers to 
Take Maintenance Posts 

Electrical Insurance Trustees, an 
organization sponsored by contrac- 
tors and unions in the Chicago area 
to provide group insurance and 
other services, launched an unusuz! 
advertising campaign in six Chicago 
newspapers Jan. 29, urging mem- 
bers of unions affiliated with the 
Chicago and Cook County Building 
Trades Council to consider the wis- 
dom of “switching from the purely 
construction side of building 
maintenance of equipment.” With 
private building frozen and com- 
mercial building falling off rapidly, 
taking of maintenance jobs will pro- 
vide temporary security, prevent 
possible transfer to other areas 
under WMC programs, and main- 
tain a pool of skilled building labor 
for use at its norma] tasks when 
restrictions on building are eased, 
the advertising says. Albert Frank- 
Guenther Law is placing the copy, 
which will run at intervals for sev- 
eral weeks. 


GBS FOR CHATTANOOGA, TENN. 
* 5,000 WATTS DAY AND NIGHT 
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Don’t let your consumers forget you! o 
wiaUse low-cost car advertising for the b 
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er or, THE PHOTOGRAPHER'S SECRET WEAPON! 
istribu- 
bo yw It’s a professional show from blare of trumpet to final curtain. 
ie Staging, script, direction, costuming, music... all in the hands 
of able professionals. Only 300 will be admitted (no standing room). 60 (Count 'em) 

3 to y 
om ‘s Beautiful Models... Skits and Strange Interludes... Babes... Beauty... Bang... 
aeae- < eo 
; aa : Bliss... Zing... Zang... Zip... and Zither— all under ae, 
nusua! ae ll ite: 
hicago a Te@ 
oye f one roof. Competent judges will sing out awards. . . but io 
lilding . he 0 of 
purely YOU, regardless of competence, will be allowed to vote for ‘‘Best Lady in a Bubble Bath” 
ng to 

Wit 
velit, * and “Most Beautiful Threat to A. Schickelgruber.” 
ll pro- 
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when 
eas d, 
ran . J A, RT All Tickets, $1, plus tax 
oui ea Call ANDover 2250 for 


Tickets or Reservations 


CHICAGO 
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Vote for It or Work for It? 


The fantastic promises of admin- 
istration advocates of a program 
which is to provide security for the 
individual “from the cradle to the 
grave” mark a striking change in 
the American philosophy. For gen- 
erations American boys and girls 
have been bred in an atmosphere 
of self-reliance and opportunity, 
with the Horatio Alger Jr. tradition 
of rising from rags to riches realized 
constantly as proof that in this coun- 
try individualism has had every 
opportunity to develop and achieve. 

Now the social service worker 
concept of a population which looks 
to the federal government for every- 
thing necessary to the satisfactions 
of life is being urged upon us as 
though that were what Americans 
have been working and fighting for 
during the past century and a half. 
We must undertake to give every- 
body, whether he wants it or not, 
the constant protection and assis- 
tance of the great national govern- 
ment in Washington, which creates 
nothing, but undertakes to distrib- 
ute everything with a lavish hand. 

Unfortunately, too, the public is 
told that it can have security and 
freedom from want merely by vot- 
ing for it—instead of taking the 
harder road of getting what you 
want by working for it. The prog- 
ress of the nation has been built 
on willingness and ability to work, 
to risk, to venture; under the social 
service worker philosophy, we shall 
all be clients of the government, 


paying a large part of our income 
for security which may turn out to 
be nothing more than over-optimis- 
tic promises, incapable of fulfillment 
in times of economic stress. 

Right now the advocates of a 
Beveridge plan for America are 
urging immediate withdrawal of 
10% of the national income for a 
compulsory system of health insur- 
ance. Disregarding the fact that a 
large percentage of the self-support- 
ing people of this country are 
already protected against many of 
the hazards of life through insur- 
ance, the national administration 
proposes a program which fails to 
take care of that third of the popu- 
lation which is said to be ill-clothed, 
ill-fed and ill-housed. In other 
words, the real problem is among 
the handicapped and the unemploy- 
ables, whereas the national program 
would protect only those who are 
already on payrolls and in general 
can take care of themselves. 

The Insurance Economics Society 
of America, sponsored by leading 
health and accident insurance com- 
panies, is organizing an educational 
program to show the public the 
threat offered by this initial move 
toward national socialization of in- 
surance, medicine and hospital care; 
but if business in all its aspects does 
not bestir itself, free enterprise is 
likely to suffer another blow. There 
are still a lot of people who would 
rather get something by voting for 
it than by working for it. 


Write Your Congressman 


Now that we are fighting a war|the country, it has been available 


which requires the most enormous 
expenditures in history, with the 
assumption of a debt burden which 
will be carried by many future gen- 
erations of Americans, there is 
plenty to be said in favor of re- 
ducing non-military expenditures. 
But the Bureau of the Budget has 
proposed to save the relatively pic- 


|to business men everywhere for aid 
lin solving their problems. 

| 
|set up for the purpose of regulation 
jand supervision of all business 
activities, the Bureau of Foreign 
}and Domestic Commerce has been 
| the one government service to which 


a business man could turn for ad- 
| 


10 Cents a Copy, $2 a Year 


With most government machinery | 


ayunish sum of $430,000 a year by | vice and counsel, without feeling 
cutting off the field offices of the| that anything he said might later be 
Bureau of Foreign and Domestic used against him. It has even been 
Commerce, one of the few activities | called on with increasing frequency 
in the government which is in- | by harassed businessmen for advice 
tended to help business rather than!|on how to interpret and apply the 
regulate and regiment it. | numerous government regulations 
The bureau has been a valuable with which every enterprise is today 
arm of business for more than a| surrounded. 
quarter of a century. Both in the} 
field of domestic and foreign trade,|and Means Committee of the House 
it has been able and willing to coun- | of Representatives will have a hear- 
sel with business men and to help| ing on this section of the appropria- 
them in the development of sound | tions bill shortly. Write your Con- 
programs of business expansion.| gressman now, protesting against 
With its 12 regional offices and 27/this amputation of a service which 
district offices, scattered all over|has proved itself invaluable. 


The subcommittee of the Ways | 


NO SALES, BUT PLENTY OF APPEAL 


EXHIBIT 


ADMISSION 


—Meat Merchandising 


Ad-libbing 


Important Business 

Commenting on the report of the 
British Advertising Service Guild’s 
inquiry into the human problems of 
war production in England, and this 
organization’s findings that British 
workers feel that the end of the war 
will not prove an unmixed blessing 
to them, Alvin E. Dodd, president 
of the American Management Asso- 
ciation, makes a point which your 
Ad-libber has considered so impor- 
tant for so long a time that we are 
delighted to repeat it here. 

“Does anyone suppose _ that 
American workers are thinking very 
much differently?’’ Mr. Dodd asks. 
“Only the most naive among us 
would deny it. Here, just as in 
Britain, people in war-created jobs 
are saying to themselves, ‘When this 
war is over, we'll be out of work.’ 
Taxes, rationing and similar strin- 
gencies are working hardships, but 
there are jobs and good pay for all. 
Besides, in America we are far re- 
moved from the battlefronts, and 
enemy bombers have not destroyed 
any of our cities. Of course, all 
want victory; and as the casualty 
lists begin to mount, this desire will 
become keener. But the fact re- 
mains (and the thought persists in 
workers’ minds) that victory is a 
concept in conflict with security. 

“What is the solution to this prob- 
lem? Obviously, it is planning to 
cushion the shock of peace. We 
must assure our workers so sin- 
cerely and so earnestly that we are 
planning for full employment after 
the war that they will look forward 
to victory with unalloyed belief that 
a better world than we have ever 
known will follow peace. 

“As for direct action, individual 
companies that have not already 
done so should start intensive study 
of their postwar problems, and they 
should let their employes know what 
they are doing. This doesn’t mean 
that workers should be given a lot 
of blue sky, but rather that they 
be told earnestly that the company 
is seeking to provide jobs when 
peace comes. No better morale- 
building measure could be taken.” 

To which we say, Amen! 


Town Hall Stuff 


Refreshing, in this day of imper- 


sonal government, was the ad- 
vertisement in the Youngstown 
Vindicator of Jan. 17, signed by 


William B. Spagnola, mayor. Mayor 
Spagnola reviews the fact that the 
Youngstown city council recently 
passed an ordinance charging a fee 
for the collection of garbage, and 
then goes on: 

“Garbage cards were placed on 
sale Jan. 1, and already two facts 
seem evident: 1. You are refusing 
to buy your cards. 2. You are dis- 
pleased with the enactment of this 
ordinance. 

“As mayor of your city, I have no 


ee 


passed by the council. 

“Under the provisions of this 
ordinance, it is unlawful for you to 
burn your garbage. It is unlawful 
for you to bury your garbage. And 
it is unlawful to deposit any garbage 
into the sewers... 

“Perhaps you are burning your 
garbage now but, when warm 
weather comes, it will bring a 
health problem of which I shudder 
to think. 

“In fairness to yourselves and 
families, your city and its officials, 
if you are opposed to this ordinance 
I wish to know it. Your frank, 
honest opinion should be given to 
your councilman, or the adminis- 
trative officials. Anonymous com- 
plaints will go into the waste basket. 

“If, as it appears, the overwhelm- 
ing majority are opposed to this 
ordinance, I promise you that I will 
work for its repeal. On the other 
hand, if, realizing the city’s plight, 
you wish the ordinance retained, 
buy your cards before the expira- 
tion of the extension granted, Feb. 1. 

“Let us solve this serious problem 
—you and your officials working 
together in the democratic way.” 


Jottings 

If this income tax stuff continues, 
some smart advertiser is going to 
speak up for the inside front cover 
of one of the guides. We’re told 
that “For Personal Income Tax,” 
sold through Woolworth’s, has al- 
ready sold over 750,000 copies of 
the 1943 edition, and the print order 
has exceeded 1,500,000. . . 

Style-Eez Division of Selby Shoe 
Company has just issued an illus- 
trated 24-page booklet, “How Can a 
Lady Help to Win the War,” through 
Weiss & Geller, its agency. The 14 
chapters of the book contain de- 
tailed information on how house- 
wives, mothers and professional wo- 
men can aid the war effort, and also 
give full directions for women eager 
to join any of the uniformed di- 
visions of the armed forces. . . 


If you like Java or Sumatra to- 
bacco in your cigars, you can rest 
easy. Netherlands Indies producers 
of the leaf managed to ship enough 
of it to the foreign trade zone on 
Staten Island just prior to invasion 
of the islands to last American 
cigar smokers until 1946... 

Media which have been dreaming 
about how nice it would be if the 
Treasury would let them consider 
contributions of time or space to 
government activities as “contribu- 
tions” under income tax regulations 
can now wake up. The Commis- 
sioner of Internal Revenue has ad- 
vised the National Association of 
Broadcasters that actual expense 
incurred in airing government 
broadcasts can be considered as or- 
dinary and necessary business ex- 
pense, but that no tax allowance is 
permissible on the basis of the value 
of the time donated to the govern- 


|choice but to enforce ordinances| ment... 
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Information 
for 
Advertisers 


The following documents may pe 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising ayency 
executive writing on his business 
letterhead. 


No. 2117. Summary of the Census 
of Circulations. 

The Los Angeles Times has issued 
this study, which presents an analy. 
sis of newspaper reader characteris. 
tics as determined by age, sex, race, 
occupation, income, etc., and shows 
the changes in population charac. 
teristics made in the past two years, 


No. 2118. Lookat Industrial Wash. 
ington. 

Within the past two years, 180,000 
new workers have moved into 
Washington, D. G., Station WJSV 
points out in this booklet. With 
facts and figures about personne] 
and spending power of Washington 
“factory” workers, the story draws 
a parallel between that city and the 
country’s manufacturing centers, 


No. 2119. Confessions of America’s 
Most Exasperating Newspaper. 
The Boston Globe has issued this 
brochure, which contains a “confes- 
sion” based on newspaper reader- 
ship studies conducted by L. M. 
Clark for 23 leading newspapers of 
the country, 1939-1942 inclusive. 
The Globe’s reader traffic is summed 
|}up and its exasperating tendencies 
explained. 


No. 2120. 
War. 


Collier’s has issued the third in its 
series of brochures on wartime ad- 
vertising. This new one reproduces 
more than 50 interesting examples 
of what American industry is doing 


Advertising in a Total 


through its advertising to uphold 

public morale. 

No. 2121. Performance Maps by 
KDKA. 


Station KDKA has issued this 
booklet, which contains a series of 
coverage maps picturing the indi- 
vidual results of nine specific radio 
offers made at different times of day 
with several different types of pro- 
grams. 


No. 2085. 
Figure. 
Radio Station KYW has issued 
this folder, which contains a map of 
the Philadelphia trading area, with 
a description of the production and 
buying power of this territory, and 
a map of what is termed the sta- 
tion’s “custom tailored” coverage 


Philadelphia’s Classic 


No. 2086. Sun Rise. 


The Chicago Sun has issued this 
brochure, which recounts the story 
of its progress and accomplishments 
from the time of its founding a year 
ago.. The brochure discusses the 
paper’s various editorial features, 
provides analyses of daily and Sun- 
day circulation and charts its na- 
tional advertising position. 


No. 2040. When You Buy Time, 
Buy an Audience. 


Radio Station WTAG has issued 
this folder, which reports the re- 
sults of a coincidental telephone, 
dealer preference and personal 'n- 
terview survey showing listening 
habits in the Central New England 
area. 


No. 2046. Weekly Magazine Rec- 
ing in the U. S. Armed Force: 

Life has issued this report, whic® 
is a separate study from its Con- 
tinuing Study of Magazine Auc'- 
ences, though directed by the same 
group. Figures on the reading of 
the four national weeklies are base¢ 
on 2,399 interviews in 26 differen' 
areas adjacent to Army camps, 


Army and Navy air fields and bases, 
and Navy yards in continental U. > 
A tabulated breakdown shows p«' 


‘ 
, 


cent of readership by branch 
service and rank. 
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) s . seminating needed and useful in-| be made available for more impor- Downes Succeeds Spooner Set April 5 Deadline 
n Business | or formation to industry, publishers| tant and vital purposes. Charles Downes, formerly with| for Jo Sn Entries 
who are confronted with the ne-| As a solution of the problem,| Iron Age, Hardware Age and Print- app — 
— cessity of limiting advertising in|some business paper publishers are|ing News, has succeeded F. Eugene The deadline for entries in the 
ests Priori their publications have a moral and| giving serious consideration to a|Spooner as editor of DandW, Chil- — om ae for ee" “pg ~ 
uag patriotic responsibility to see that| further reduction in their trim size|ton publication published monthly nl aacine Coe rf Chi. 
no advertiser with a useful message| which was recently set at 8% by| by Distribution & Warehousing Pub- 8 
rs P ' ; : , lishing Company, New York. Mr.|¢@89, has been set for April 5. The 
is denied space because some other|11% inches by most of the indus- & pany, 
F : ° ° Spooner has been named executive contest is open to any advertising 
—— tf y advertiser is using more than he|try. Some are now privately con- secretary of the househol d goods | Woman in the country, irrespective 
ay be needs to tell his story, or particu- | sidering the agen go = reduc- carriers division of the American of membership in an advertising 
com. larly, who is wasting space with|ing trim sizes to 6% by 10 inches club. 
om ti Washingt 
rough Ralp h McGraw Asks irrelevant decorations or eye appeal. | with a two-column 5% by 8% inch re AAI, ——, Applications for entries may be 
‘tional Editorial Judgment “Business papers are now experi-|type page. Some announcements ee eS obtained from Mrs. Consuela H. 
gency encing the highest readership in| along these lines may be forthcom-| BRNO Adds Silvernail Miller, chairman of the award com- 
isiness in Rationing Space their history and are being read for | ing soon. ; ; ie mittee, at Room 960, 20 N. Wacker 
1] that is a Frank Silvernail has joined the|Dr., Chicago. 
: CRIY CHS PUTPSSS, TAGs SS Ss S Sour radio department of Batten, Barton 
New York, Feb. 2—With the an-|of useful and practical information| MGM Promotes Saunders |Durstine & Osborn, New York, as 
-onsus —_—— oo — pa-| to help industry speed war produc-| award M. Saunders, for many | business manager. He succeeds Car- Names James Malone 
pers are refusing orders for space | tion. For that reason elaborate and| years western sales manager of|roll Newton, who becomes associate| Fearn Laboratories, Chicago, pro- 
issued from new advertisers because of| tricky formats are not necessary for | Metro - Goldwyn - Mayer, has been|radio director, Mr. Silvernail was|ducer of food specialties, has ap- 
analy. restrictions on the use of paper by| attention value. Space formerly used | promoted to the post of assistant formerly a time buyer with Young pointed the James V. Malone Or- 
cteris. magazines, Ralph O. McGraw,|for such purpose, therefore, should | general sales manager. & Rubicam and Pedlar & Ryan. ganization as its agency. 
, race editor, Industrial Marketing, de- 
shows clared in a talk on wartime adver- 
harac. tising before the War Activities 
years, Conference of the Industrial Mar- 
keters of New Jersey last week that 
Wash- the condition was a challenge to 
business paper publishers to ration 
80,000 space in their publications accord- 
| into ing to the importance and usefulness 
WJSV of the copy. 
With Heretofore, he said, publishers 
sonnel have taken the position that if ad- 
ington vertisers wished to misuse their 
draws space it was their own business, but i = —— 
nd the now that advertising space faces a -. 
ers. limitation due to the paper restric- : — hs . I} Ir 
tions, publishers should assure space br 
erica’s for those advertisers who have an 
paper important and useful message to 
2d this help speed the war effort. oe 
ay Although some business paper 4 
eader- publishers are perplexed by the sit- \ 
L. M uation confronting them in view of 
ore of the certainty of another cut in paper 
lusive on or before July 1, they look upon 
mamed Mr. McGraw’s suggestion as dyna- 
lencies mite and an approach to New Deal 
practice by the publishing industry 
if adopted. 
Total Must Judge Value 
1 in its Mr. McGraw, in elaborating on €! € , , : 
ne ad- the subject here today, contended «<*¥ Mister and Miss Los Angeles Industrial Wage Earner, 
oduces pa Bh cn A to be limited, it * 
amples shou ecome the responsibility of ino 1 MH 
adie tab sult he sation tt tdbeioaeh 389,000 strong, are working in factories that have over 
hol and this can best be done with ref- “MWe: . . * 
—_— erense to the weetulness of the ome four billion dollars worth of war contracts in this, the nation’s second great- 
to be run. “Otherwise,” he chal- ® 
ps by lenged, “what do you think might est center of war goods production. These 389,000 men and women (more 
be the reaction of an advertiser with ; R 
4 thie a useful wartime message who is than half of California’s total industrial wage earners) receive pay checks 
ries of a space in a business paper , 
. indi. while some other advertiser is per- 4 ! 
fort niliad tb te On Sask a4 3 tne totaling over $19,500,000 every week! 
of day full page illustration of a tank or 
f pro- iti up in an Army- 
Navy anner? Or some adver- ° e 
tiser using a two-page insert repro- Here is a PLUS market. ..eager and able to buy. It is a market, too, that 
Classic ducing a beautiful oil painting of a P 
group of United Nations flags with you will want to cultivate NOW so that the name of your products will be 
issued se name of the advertiser at the 
0 ? . . 
map of eens well remembered when Victory is won. 
a, with For a number of years,” he con- 
on and tinued, “business paper publishers, 
y, and meester ad and as a group, have 
ie sta- been urging industrial advertisers to * , * * *1J: . . * 
the prove their copy technique in With steel, airplane, shipbuilding, furniture, clothing and other manufacturing 
order to get the utmost in results * . * 4 i i 
from their advertising. Much im- industries firmly established, the Los Angeles area is well equipped for con- 
ed this provement has come from this effort. P 
» story “Now, however, with industrial version to peace-time production. 
hments advertising actually playing a vital 
a year role in the war program by dis- 
es the 
ten r To reach MORE people with MORE money to spend in this bustling market, 
its na- . . . . . 
schedule your campaign in The Evening Herald-Express. . . FIRST in circula- 
ee tion among all Los Angeles dailies! 
issued 
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IGA Will Add New 
Lines to Meet 
1943's Challenge 


Chicago, Feb. 3. — Independent 
Grocers’ Alliance expects 100,000 
independent retail grocers to bite 
the dirt in 1943, but it hopes that 
this number will include none of 
its affiliates. To enable members of 
the voluntary chain to survive the 
1943 struggle for supplies, it is add- 
ing such more or less extraneous 
products as vitamin tablets, china- | 
ware, glassware, men’s __ socks, 
women’s hosiery, mineral oil, hair 
oil, gauze bandages and adhesives, 
cleansing tissues, etc. 

This announcement was made 
during a two-day conference of 
wholesalers and manufacturers here 
last weekend. Officers of IGA be- 
lieve that the first month of ration- 
ing will develop the greatest tidal 
wave of retail grocery advertising 
ever seen in this country. The rea- | 
son is that supply quotas will be | 
based on sales during the first | 
month of food rationing. 


The or-| 
ganization is preparing every con- | 
ceivable type of advertising for use | 
of its dealers. 

The new lines to be added by | 
IGA will include a ten-cent shelf | 
of 33 items. Most of these are prod- | 
ucts now to be found in syndicate 
stores, packed in “sample sizes.” If 
grocers find that the ten-cent bottle | 
of mineral oil, for instance, creates 
a demand for larger sizes, IGA will | 
be prepared to provide them. Only 
three of the 33 items are regarded 
as strictly drug store products. 


Explains Vitamin Plans 


Eighty-four per cent of the coun-| 
try’s druggists already stock vita-| 
mins, according to Dr. G. A. Spald- | 
ing, of Independent Druggists’ Alli- | 
ance, who explained the new line. 
The “Vitality Vitamins” will omit | 
Vitamin C and B complex unless, 
IGA members indicate strongly that | 
they wish them included. 

The reasons, Dr. Spalding said, | 
are that Vitamin C is obtainable in 
green vegetables and citrus fruits, | 
while B complex is taken for head- | 
aches and nervousness, usually due 
to some organic trouble. Omission 
of the latter will, it is believed, avoid 
legal entanglements. Dr. Spalding | 
emphasized that while vitamins are 
“food accessories,” they will not 
conflict in any way with the sale of 
food. An office worker requires 
2,000 calories per day while a man- | 
ual worker needs 3,500. None are 
obtainable in vitamins. Seven tab- 
lets, a week’s supply, will be re- 
tailed at 15 cents with the slogan, 
“Do your bit by keeping fit.” The 
new gauze bandages will be sold in 
10 and 25-cent packages. 

While men’s sox appears to be a 
far cry from the traditional grocery 
line, it was announced that one 
wholesaler placed an order for 
$2,800 as soon as the IGA plan to 
stock such a product was announced. 

Will Test Hosiery 

The plan to include women’s ho- 
siery in the IGA armament is tenta- 
tive, an officer of IGA told ADVER- 
TISING AGE. The general feeling is 
that the grocer may get into too 
many technical discussions with his 
clientele over this delectable morsel. 
A test will be made, however. IGA 
stands ready to expand into any 
field which shows promise of pro- 
viding profit for the retail grocer, 
this executive explained. While not 
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Lowest cost 


in the business field 
($4.80 per page per 1,000) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


++ + + + + + H+ 


all of the new lines can be handled 
by every member of IGA, it is be- 


| stretch 
| recipes will be given wide distribu- 


lieved that the rural field offers an| tion. 


especially fertile market for inno- 
vations. 


Adds Plant Facilities, 


Grocers with meat departments | Goetz to Staff 


should replenish their depleted dis- 
play cases with salads of various 
kinds, Bill Reynolds, salesman for 
Swift & Co., admonished the whole- 
salers at the meeting. He criticized 
some of the signs currently being 
used by grocers as tending to drive 
business away. Instead of a for- 
bidding notice to the public to take 
its business elsewhere unless it is a 


customer of long standing, Mr. 
Reynolds offered a Swift-made 
“Wartime pledge to customers” 


which asserted that even when the 
grocer cannot provide the specific 
meat desired, he will make an en- 
thusiastic effort to secure an accept- 
able alternative. 

To assist in this objective, Swift 
& Co. has issued a booklet, “Making 
the Most of Meat,’ which describes 
appetizing treatments of left-overs 
and shows the housewife how to 


| Motion Picture Engineering Com- 
pany, Detroit, has acquired the 
|plant and facilities of Carl Bromel 
'& Sons, Detroit. Carl Bromel, 
founder of the organization, will 
|remain as production manager of 
| the new Bromel division. 

| Charles P. Goetz, who formerly 
| supervised motion picture programs 
|for the Jam Handy Organization 
'and American Tobacco Company, 
has joined the company as assistant 
to L. H. Larime, in charge of devel- 
;opment and research on_ special 
/camera and projection devices for 
|military use. 

| 

‘Named Production Head 

| Rita Jean Schulick has been ap- 
|pointed production manager of 
Louis M. Cottin, Inc., New York. 
Miss Schulick has been with the 
|organization for the past year as 
‘production assistant. 


Consumer Council 
May Ask More 


Informative Copy 


New York, Feb. 2.—The National 
Consumer - Retailer Council, which 
has been fostering informative 
labeling since 1937, is considering a 
program to encourage the greater 
use of informative copy in advertis- 
ing, it was revealed here this week. 

“Present conditions are especially 
propitious for the council to stress 
this phase of the program,” Roger 
Wolcott, managing director, empha- 
sized at the council’s annual meet- 
ing held Jan. 28. 

Ruth O’Brien, chief of the textiles 
and clothing division of the bureau 
of home economics, United States 
Department of Agriculture, was 
elected vice-chairman of the council, 
and Max Gertz, vice-president of 
B. Gertz Inc., was elected treasurer. 

Other new members of the board 
of directors include Ruth Ayers, 


_American Association of University 


—— —— 
Women; John G. Byler, W. T. Grant 
Company; Theodore Griffith, 1, S 
Ayres & Co., Indianapolis; ani 
Stanley Marcus, Neiman - Marcy. 
Company, Dallas. 

Harold W. Brightman, L. Rp 


am. 
berger & Co., Newark, remains 4. 
chairman, and Roger Wolcott ex. 
ecutive secretary, continues j; the 


new capacity of managing directo, 


Symonds Appointed Chie} 

Nathaniel G. Symonds, who joineg 
the War Production Board Dec. 7 
1941, has been appointed chie! oj 
the industrial and hardware sup. 
plies branch of the recently-createg 
wholesale and retail trade division 
of the consumer goods bureay. 
Shortly before taking the govern. 
ment post, Mr. Symonds had retireg 
after 40 years’ service with West. 
inghouse Electric & Mfg. Company. 


Named Salvage Chief 

W. R. Talbot, formerly sales ang 
advertising manager of Westmin. 
ster, Ltd.. New York, has been 
named chief of the WPB genera} 
salvage branch. 


in advertising page 
| IS gains over all U.S. 


monthly publications — 


OT in a spirit of boastfulness do we headline that 
statement. But rather to underline (1) the tre- 
importance of the aviation 
market to the business men of America, and (2) the 
essential part the magazine Aviation plays in that 


mendously 


market. 


This year the aviation industry will spend nearly 
nine billion dollars ($9,000,000,000), more than the 
estimated new revenue of the recently enacted Federal 
Income Tax. All but a negligible amount of this huge 
sum of money will be spent by the very type of men 
who read Aviation — the executives who hold the yes- 
or-no key to purchasing decisions in aviation’s manu- 
facturing, operating and maintenance divisions, and 
that important group of government and military 


increased 


officials concerned with aviation. 


Aviation is edited for, and read by, the serious- 
minded men of the industry . . . the men whose inter- 
ests are the technological advancement of aeronautics, 
the betterment of operating and maintenance prac- 
tises, the realization and continuance of America’s 


supremacy in the air. 


The influential names of the industry do not num- 
ber in the millions. They can be counted in a few 
thousands. Thus Aviation does not spread its circula- 
tion over the pyramiding millions of non-buyers. 
Aviation concentrates its circulation effort on the top 
segments of each of the industry’s branches, covers the 
buying power you reach for in your advertising. 

Example: A recent letter-survey (mailed over an 
independent list) to top aeronautical manufacturing 
executives disclosed that better than 3 of every 4 not 


a: 


department head. 


and parts. 


purchasing agents, 


without exception’ 


only read Aviation regularly, but found it of practica! 
use in their daily work. The letter went only to t! 
highest ranking men in representative aircraft, engir 
and propeller plants — presidents, general manage! 
engineering heads, design chiefs, production manage! 


etc. ... mo one below the rank 


Aviation advertisers realize the dominant influen: 
of this group of men. As a result you'll find among 
the 577 manufacturers who advertised in Aviation la*' 
year practically every important builder of airfram¢ 
engines, propellers, instruments, accessories, materia's 
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to a certain amount of diminution 
in food and petroleum sales due to 
rationing. 

The Pennsylvania Farm Bureau 


Speaking, Was a 
Cooperative Association, Harrisburg, 
Good Co-op Year jumped its volume to over $5,000,- 


Washington, D. C., Feb. 3.—While | 900—a 52% increase from its rec- 
the nation’s consumers were spend- | ord-breaking $3,407,000 sales figure 
ing a record income during 1942, for 1941. The Ohio Farm Bureau 
the cooperative stores got their Cooperative Association, Columbus, 
share, the Co-operative League of | Sold $12,900,000 worth of commodi- 
the U. S. A. reported this week. ties, a rise of 25% over the $9,- 

To the many marketing men who | 900,000 sold in 1941. Central Co- 
perhaps have regarded the con- operative Wholesale, Superior, Wis., 
sumer movement as a minor devel-| racked up $5,000,000 in sales, an 
opment, the figures of the Midland increase of $208,000 over 1941. 
Cooperative Wholesale, Minneapolis,| And the Consumers Cooperative 
should be a surprise. This wholesale | Association, North Kansas City, Mo., 
house, Which serves 180 local co-ops | one of the largest and most vocal 
in southern Minnesota and Wiscon-| Units of the league, reported a sales 
sin, reports that its volume was|Volume of $14,826,585, or 47% 
$6,.944,000—$715,000 over its 1941 | higher than 1941, when it completed 
mark and two million ahead of its|its fiscal year in August. 
$4,500,000 sales in 1940. 


This progress, the league points Gqrdner Advanced 


out, occurred in a year when tires, K.CG , ; 
‘ y . C. Gardner, vice-president of 
tubes, electrical equipment, steel ‘United Engineering & oundry 


1942, Financially 


the wholesaler’s shelves, in addition | appointed general manager. 


Regular Ad Copy 
Helps Build Sales 
for Grocers’ Co-op 


Chicago, Feb. 4.—A large, con- 
sistent program of advertising and 
promotion was credited this week 
with a major share of the success 
attained by the Midwest Grocery 
Company, wholesale’ corporation 
cooperatively owned by more than 
500 independent grocers operating 
in the Chicago area. 

Gross sales of the company totaled 
$5,469,751 last year, the largest in 
its 12-year history. In its first year 
of operation, back in 1931, sales 
amounted to only $1,134,617. They 
have progressed steadily every year 


|year purchased and distributed an 


| motion, 


estimated 2,830 carloads of mer- 
chandise through independently - 
owned stores. 

Advertisements signed by Mid- 
west Stores appeared regularly each 
week during 1942 in seven daily 
newspapers, including the Daily 
News, Herald-American, Times and 
four foreign language papers, with 
an estimated total average daily 
circulation of 1,425,000. In addition, 
the wholesale company distributed 
nearly 8,000,000 circulars, and an 
average of 10 posters for each store 
every week. A premium-coupon 
plan was discontinued last spring, 
because of war conditions. 


Costs $115,866 


Cost of all advertising and pro- 
according to Stanley M. 
Dunin, advertising and promotion 
Manager, amounted to $115,866. 
That amount puts Midwest Grocery 


j;at the top among grocers’ coopera- 
since, reaching $4,644,682 in 1941,| tives which use advertising exten- 
according to the annual report re- | sively and, the company believes, 
products and other items were off|Company, Pittsburgh, has also been leased this week. The company last! sets a new record for success in the 
‘field during such a short period. 


| BUILDS SALES 


“‘s0Le mteaL” 


FoR = "1° 


1 among all 


A NEW BOOK TO AID YOUR MARKET PLANNING 
is now available without cost to inter- 
ested sales and advertising executives. 
A factual, informative and unusually 
comprehensive study of the aviation 
market today, and tomorrow. A guide 
to the important buying influences to 
consider in your selling and an invalu- 
able help in measuring the sales possi- 
bilities for your product in this huge 
and expanding market. Plus complete 
editorial, circulation and advertising information on Aviation, to 
help you plan a thorough-coverage advertising program. A re- 
quest on your business letterhead will bring your copy of this 
book promptly. Address Aviation, Market Research Department. 


AVIATION — INFORMATION HEADQU4PTERS FOR THE MEN WHO DESIGN, ENGINEER, 


ei a i ie 


PRODUCE. 


*The record — Aviation gained 953 pages of advertising in 
1942 over 1941, the largest page gain of any U. S. monthly 
publication, biggest by far of any aeronautical magazine. Total 
pages in Aviation in '42—2585—excluding classified. Number 


publications was the weekly Iron Age with a 


1279 page gain, followed closely by McGraw-Hill’s bi-weekly 
American Machinist with 1188 pages gained. Aviation was 
3d in page gains for the year among all publications, weekly, 
bi-weekly, monthly —consumer or industrial. (Figures quoted 
from Industrial Marketing.) 


A McGraw-Hill Publication 
322 West 42d St., New York, N. Y. 


——a 


The oldest American aeronautical magazine 


AVIATION 


OPERATE AND MAINTAIN AMERICA'S AIR SUPREMACY 


This large-space newspaper advertise- 
ment is typical of the consistent copy 
employed by a group of Chicago inde- 
pendent grocers who operate their own 
wholesale company. 


| The independent grocers hold 
| equal shares in the wholesale organ- 
| ization and share in rebates declared 
|to members, which are estimated at 
| $520,671 since its founding. Suc- 
|cessful cooperative operations pro- 
vide the best answer, members feel, 
‘to the question of how indepen- 
|dents can survive in a wartime 
period when competition and other 
problems are particularly acute. The 
wholesale company gives members 
the advantage of greatly-increased 
| buying power and the opportunity 
to advertise consistently—as a unit 
—in building greater sales. 


Esau Named General 
Manager of KTUL 


John Esau, general sales and pro- 

motion manager of Station KTUL, 
| Tulsa, Okla., has been appointed 
/general manager, succeeding the 
‘late William C. Gillespie. 
Mr. Esau joined the station in 
/1935, later was manager of WBBZ, 
‘Ponca City, and KASA, Elk City, 
'and returned to KTUL in 1938. His 
successor as general sales manager 
| will be R. P. Akin, a member of the 
|sales staff. Eddie McKean has been 
-named program director and Jack 
Hoffman public relations manager. 


‘Made Business Manager 

Robert W. Friedheim, eastern 
sales manager for NBC’s radio re- 
cording division, has been appointed 
business manager. Acting business 
manager since May, 1942, he joined 
NBC in 1937 as a salesman. 


Pratt Appoints Agency 

McKee & Albright, Philadelphia, 
has been named advertising and 
merchandising counsel for Pratt 
Food Company, Philadelphia, manu- 
facturer of animal foods and reme- 
dies. 


Issues New Bulletin 
The Associated Printers & Litho- 


graphers of St. Louis, Inc., has 
tarted publication of a  semi- 
monthly bulletin devoted to ex- 
planations of wartime laws and 


regulations affecting the field 


"No Burton Browne 
client has a 
competitor with 


better advertising” 


BURTON fA BROWNE 
ADVERTISING 


160 EAST SUPERIOR STREET 
CHICAGO: DEL. 3800 
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Small, But Effective 


To the Editor: An old name in 
chocolates (Wilbur Buds) makes a 
new and effective use of small space 
in the papers of its old home town, 
Philadelphia. 

T. Harry THOMPSON, 

Gray & Rogers, Philadelphia. 

7, . e 
Says ‘Radionics’ Is 
Industry Protection 

To the Editor: I have just read 
with a great deal of interest on 
page 18 of your January 25 issue the 
“Letter to the Editor” of Wallace 
S. Blood, sales manager of McGraw- 
Hill’s publication, Electronics, in 
which he says there is “a single 
individual in Chicago who seems 
bent on promoting the idea of using 
the word ‘Radionics.’”” He com- 
mented on the reproduction in your 
January 18 issue of Zenith Radio 
Corporation’s advertisement “Ra- 
dionics—The Miracle Industry.” 

I can well understand why Mr. 
Blood is jealous of the name Elec- 
tronics. Were I in his position, I 
would be, too. He states it was 
coined by McGraw-Hill in 1930, but 
he fails to point out various copy- 
rights his company has taken out in 
an endeavor to obtain exclusive uses 
of the word for certain purposes of 
its own. 

I did not coin the word “radi- 
onics.” The first use of it I know 
of was made by Dr. Arthur F. Van 
Dyck, president of the Institute of 
Radio Engineers, at the annual din- 
ner of the institute at Rochester, 
a Be 

The use of “radionics” represents 
no one-man movement. It is a 
movement to protect the investment 
that the radio industry has in the 
name “radio”—designed to stop con- 
fusing the public with a non-de- 
scriptive term such as “electronics” 
which means, according to its root, 
“wandering amber.” 

E. F. McDONALD JR., 

President, Zenith Radio Cor- 

poration, Chicago. 


. 3 ¥ 


Reader Suggests 
Naming the City 

To the Editor: Enclosed you'll 
find a copy of a Pillsbury ad run in 
the Raleigh News and Observer. At 
the top of the ad the words “name 
of city” in parentheses are still 
showing instead of being blocked 


"Mever hed baking 


and tender!" toy(Meme of Cn)Homemehers 
Vente teed of tee Pilate fas etps get taciees sendeenens Saag OM Dang ‘ene © oH heme behing 
3 O8 . , 


out of the mat and the name of_ e 
city inserted. I’ve noticed this done 
a number of times in various news- 
papers and wonder why they don’t 
take a minute off to check such 
things. It looks strange to readers 
and very foolish to advertisers. 
Pvt. Les LITANT, 
Camp Butner, N. C. 
vf? 


Starts Drive to Save 
Broken Farm Tools 
To the Editor: As an example of 


following will interest your readers: 

Among the forgotten treasures of 
this country are a multitude of old 
farm and garden tools—hay forks, 
hoes, rakes, shovels, etc., discarded 
beeause of split or broken handles. 
Before war came, the disposition of 
the average man was to discard 
such tools and buy new ones. 

Now, with new production 
cut close to 60% 
victory gardeners busier than ever, 
it becomes necessary to teach both 
hardware dealers and tool users 
that broken handles must be re- 
placed—and to show them how to 
do it. 

A broadside, 


tool 


supplemented by 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


PUNCH IN SMALL SPACE 
TERRIFIC! 


The meit-on-the tongue delights of 


~~ genuine Wilbur Buds are out of this 
world These little chocolate rose- 

buds are solid send 

Aa ers. Hold out for “the 
at McCoy — Wilbur Buds 

_ 

vd 
Genuine Wilbur Buds ' 


re satisfy that deep-down 
a chocolate-hunger as they | 
melt on your tongue, like 


Put a genuine Wilbur 
Bud on your tongue and 
thrill co its glorious taste, 


as it melts away lke sears 


fo, =e in a morning sky 

’ into the evening . 
») sea. Ger Wilbur Get Wilbur 
Buds Buds J* 
A 
(ears aE. . | 


Use of small space with a punch is dem- 

onstrated in these three advertisements 

for Wilbur Buds, appearing in Philadel- 
phia newspapers. 


front cover advertisements in a 
group of hardware magazines, is 
the method being used by the Union 
Fork & Hoe Company, Columbus, 
O., to explain the situation to the 
trade and furnish the dealer with 
a practical repair setup and promo- 
tion program. This is being mailed 
to 20,000 rated hardware outlets. 
Jobbers have already been ac- 
quainted with all details of the plan 
by mail and by Union’s salesmen. 
Beginning in February, advertise- 
ments in major national and sec- 
tional farm and garden magazines 
will begin an educational campaign 
to tool users urging them to “repair 
the tools you can no longer replace” 
and offering copies of the repair 
manual “New Tools for Old,” which 


is also tipped inside the broadside. 

So far as we know, Union is the 
first farm and garden tool manu- 
facturer to take the initiative in this 
wartime measure and it seems to us 
that they have done an interesting, 
as well as a thoroughly constructive 
job. We are glad to be identified 


| 
| 


with it as their advertising agency. 
M. L. MULLAy, 
Secretary, Mumm, Romer, Rob- 
bins & Pearson, Columbus, O. 


-— = = 
‘The Original’ 

To the Editor: Thanks for men- 
tioning Trans bottled tooth paste 
along with your story about Lister- 
ine creamed tooth paste in the Feb. 
1 issue. But, please, Trans is the 
original bottled tooth paste, not 
similar to any other product which 
might come along as a result of our 
trail-blazing product. 

WILL T. WARREN JR., 

President, Golden Peacock 

Company, Paris, Tenn. 


=. = 


Finds Answers for 
Ad Man in Good Book 


To the Editor: In the Jan. 11 


, and farmers and | 


issue of ADVERTISING AGE, under 
“The Diary of an Ad Man,” Dec. 31, 
/you say: “Pondering on this, I re- 
|membered how the prophet Jere- 
|miah had once pleaded with the 
Lord to tell him, why do the wicked 
|prosper? And received no answer.” 
This letter is written to you because 
once I was troubled by the same 


| 
| 


| thoughts, but there is an answer. I| 
sales and advertising problems re-| 
sulting from the war, we believe the! 


enjoy your Diary writings, and I 
trust you will read why the wicked 
prosper. The answers are found in 
Matthew 13:25 through 30, and 37 
through 43. Psalms 37: 1, 2, 7, 8, 
9, 10, 16, 17, 28, 29, 35, 36, 38, 39. 
Perhaps you have read of R. G. 
LeTourneau, of R. G. LeTourneau, 
Inc., Peoria, Ill., Stockton, 


cities and countries. Mr. LeTour- 
|neau’s company is worth $80,069,000, 
which doesn’t sound like so much 
when I read the national debt fig- 
ures, but when I sum up my own 
resources it is a whale of a lot of 
money. Mr. LeTourneau says that 
he was broke when he became 
,God’s partner, and that what he 
has made belongs to God and he is 


He tithes—not 
10%, but 90% of his personal in- 
come, and has or had, in December, 
1942, $13,000,000 for distribution in 


only a caretaker. 


God’s work. If you could compare 
the “drunkard and lecher’” with Mr. 
LeTourneau by meeting them in one 
room, you would have a complete 
picture of the story told in Matthew 
13th chapter. 

If you consider that it is Satan’s 
purpose to discredit God and keep 
all men from the redemption of 
their sins, you will know that if 
Satan can make you think that 
Jeremiah asked the Lord a question 
that the Lord could not answer, he 
has undermined your belief that 
God is all-knowing, all-powerful. 
Satan has not undermined God or 
God’s power, but only your concep- 
tion of God and God’s power, which 
is his (Satan’s) purpose. 

Read Romans: 5th chapter, be- 
ginning with the 13th verse, and 
continue through to the end of the 
6th, 7th, and 8th chapters. 

There “is a book, “God’s Plan 
Through the Ages,” by C. A. Chader 
(now in a German concentration 
camp), published by Zonderman 
Publishing House, Grand Rapids, 
Mich., price $1.50, which is non-sec- 
tarian, very interesting and most 
enlightening on the subject of the 
title. 


Bible chapters noted above and find 
in them the answer to your ques- 
tions, or questionings, as well as 
food for your soul. e 
An Ap MAN WHO Founp 
THE ANSWER, 
Tulsa, Okla. 
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Borg-Warner 


Campaign Not Ready 

To the Editor: We very much 
appreciate the mention of our recent 
trade publication advertisement, 
“Star-Spangled Rationing,” in the 
Feb. 1 issue of ADVERTISING AGE. 

There is a little misunderstanding, 
however, inasmuch as this adver- 
tisement is actually not the start of 
a campaign in national publications. 
There is a great deal of preliminary 
work that must be done, so we will 


national consumer media for an- 
other 60 or 90 days. 
JOHNSON S. DAvis, 
Advertising Department, Borg- 
Warner Corporation, Chicago. 


a 


Holmes Cooperates 
with War Agencies 

To the Editor: I thought you 
would be interested in having the 
following copy of a letter which I 
have written to Barton A. Cum- 


istration in answer to his letter 
in ADVERTISING AGE: 

“We have read, with interest, 
your letter appearing on page 16 of 
ADVERTISING AGE of Jan. 18, and 
thoroughly agree with the views 
which you express. 

“For almost a year our store has 
been publishing daily war messages 


on the editorial page of the New 
Orleans Item. 


‘along whatever channels 
needed. We work closely with the 


| local office of OPA, OWI and WPB 


rect from these agencies. 
“Our feeling is that a store as 
|} well as an individual must enlist 


at this time and that if we have any 


Cal.,| facilities such as advertising space, | 
Washington, D. C., and several other | window space and store front dis- | 


|play space which can be used to 

nelp win the war, it is our duty to 
| place these facilities at the disposal 
|of our government. 

“We pay a premium for this space 
on the editorial page and yet do not 
use it for any selfish commercial 
measure. It is being used entirely 
for war appeal and I think you will 
agree, after looking over the sam- 


ples which I am sending you, that 
the messages are ‘informative’ to 
the fullest degree. 

“We would appreciate having an 
expression from you regarding this 
series, after you have had a chance 
to look over the samples I am send- 
ing you herewith.” 

E. Davis McCurTcHon, 

Sales Promotion Manager, D. H. 


Holmes Company, Ltd., New 
Orleans. 


i oo 


Valvoline Globe Shows 
Widespread War Effects 


To the Editor: The similar use of 
the globes in the Sealed Power pis- 
ton ring advertisement in 1937 and 
the State Express cigaret copy in 
1942 (AA, Jan. 25) reminded me 
that we have used the globe in our 
Christmas and New Year greetings, 
a copy of which is being sent to you. 

G. L. SERVICE, 

Advertising Manager, Valvoline 

Oil Company, Cincinnai. 

[Editor’s Note: The 1942 Valvo- 
line folder, in fact, makes use of 
two globes, the first of which is a 
peaceful-looking affair tied in with 
the phrase, “and peace on earth to 
men of good will.” Simulated flames 
and smoke rising from the second 
globe illustrate the many Valvoline 


—— 


plants and offices which have felt 
the destruction of war. The accom. 
panying message says, in part. 
“Bowed but unbroken—chin: up 
with the undying faith of 77 Years 
of experience, we look with hope ty 
those happy days of 194?, when de. 
struction no longer rides on every 
wind. Then we shall unite again 
around the world, the members oj 
that far flung brotherhood to whom 
you are kin—the friends of Valyo. 
line.”’] 
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Makeup Man 
Makes It Timely 


To the Editor: Enclosed is a page 
from yesterday’s Dayton Herald. 
Note the Camel cigaret advertise. 
ment featuring an illustration and 
testimonial by Barton T. (“Red”) 
Hulse, veteran Navy fighter pilot 
and test pilot of the Navy’s new 
Curtiss dive-bomber. And note on 
the same page, in column three, a 
United Press release announcing 
that Hulse has just been transferred 
to Curtiss’ newly-established re- 
search division at Buffalo. 

Where does coincidence end and 
sharp make-up begin? 

R. €. Brown, 

Committee on Public Relations, 

University of Dayton, Dayton, 


I sincerely trust you will read the | 


probably not start any campaign in| 


mings of the Office of Price Admin- | 


These messages are | 
completely explanatory and are de- | 
signed to further the war effort | 
may be| 


} 
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Market coverage . . 


ee | 
ALL STAR 
WRESTLING 


It’s all a little confusing but nobody really 
cares too much because in the above pictured 
episode everybody’s out just to have a good 
time. 


But when it comes to business . . . Pittsburgh 


. there’s nothing confus- 


ing. Here’s the market as it really is. 


1. Most of the families (better than 6 out 
of 10) live outside the A. B. C. City of Pitts- 


burgh. 


2. The majority of these families live and 
work in 144 cities and towns surrounding 


Pittsburgh where the Post-Gazette offers 50° 


daily newspaper. 


| 


more coverage than any other Pittsburgh 
,and receive official information di- | 

3. The Post-Gazette’s city circulation is 
the second largest in Pittsburgh, all of which 
is “the why” that only the Post-Gazette gives 


| effective, balanced coverage of the entire 
Pittsburgh Market. 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATI 


New York @ Chicago @ Philadelphia © Boston @ Detroit @ San Francisco @ Los Angeles @ 
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laRoche Receives 
Award for Service 
to Advertising 


New York, Feb. 5.—Chester J. 
LaRoche, chairman of the board, 
Young & Rubicam, was presented 
with the gold medal for distin- 
guished service to advertising at 
the annual 
awards dinner 
held last night at 
the Waldorf As- 
toria Hotel. The 
event is spon- 
sored by Adver- 
tising and Sell- 


ing. 

Besides the top 
honor, 13 silver 
medals and 21 
honorable men- 
tionS WeTEC Chester J. LaRoche 
awarded in 6 
other classifications as follows: 

Advertising as a social force— 
medal award to American Loco- 
motive Company; agency, Kenyon & 
Eckhardt. Honorable mentions: 
Liberty Mutual Insurance Com- 
pany; agency, Batten, Barton, Dur- 
stine & Osborn. United States Rub- 
ber Company; agency, Campbell- 
Ewald Company. 

An advertisement or series of ad- 
vertisements appearing in national 
magazines—medal award to Carna- 


tion Company; agency, Erwin, 
Wasey & Co. Honorable mentions: 
American Airlines, Inc.; agency, 


Ruthrauff & Ryan. Ethyl Gasoline 
Corporation; agency, Batten, Barton, 
Durstine & Osborn. 


Railroad Wins Award 


An advertisement or series of ad- 
vertisements appearing in news- 
papers emanating from a manufac- 
turer, producer, distributor, or in- 
stitution, but not a retailer, operat- 
ing nationally—medal award to the 
New York, New Haven & Hartford 
Railroad Company; agency, Wendel! 
P. Colton Company. Honorable 
mentions: The New York Times; 
agency, St. Georges & Keyes. Cu- 
operative Groups of Local Adver- 
tisers; agency, Stephen National In- 
dustrial Advertising. 

An advertisement or series of ad- 
vertisements appearing in local 
media emanating from a retailer, 
producer, or an institution operat- 
ing locally— medal award to the 
Chicago Sun; agency, L. E. Mc- 
Givena & Co. Honorable mentions: 
Commonwealth Edison Company, 
Chicago; agency, Lord & Thomas. 


Gimbel’s; agency, Arthur Kudner, 
Inc. 


Warner & Swasey Named 


An advertisement or series of ad- 
vertisements appearing in business 
publications—medal award to War- 
ner & Swasey Company; agency, 
Griswold-Eshleman Company. Hon- 
orable mentions: E. I. du Pont de 
Nemours & Co.; agency, Batten, 
Barton, Durstine & Osborn. L. C. 
Smith & Corona Typewriters, Inc.; 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletio 


New 2faven Register 


agency, Newell-Emmett Company. 
Association advertising — medal 
award to A Group of Electric Com- 
panies; agency, N. W. Ayer & Son. 
Honorable mentions: American In- 
dustries Salvage Committee; agency, 
McCann - Erickson, Inc. Glycerine 
and Associated Industries; agency, 
Kenyon & Eckhardt. 

An advertisement or series of ad- 
vertisements appearing in any me- 
dium for technical excellence of 
visual presentation — medal award 
to John B. Stetson Company; 
agency, Kenyon & Eckhardt. Honor- 
able mentions: Forstmann Woolen 
Company; agency, N. W. Ayer & 
Son. Steinway & Sons; agency, N. 
W. Ayer & Son. 


Excellence of Text Citation 


An advertisement or series of ad- 
vertisements appearing in any me- 
dium for technical excellence of 
text—medal award to Loose-Wiles 
Biscuit Company; agency, Newell- 
Emmett Company. Honorable men- 
tions: Felt & Tarrant Mfg. Com- 
pany; agency, N. W. Ayer & Son. 


United Brewers Industrial Founda- 
tion; agency, Newell-Emmett Com- 
pany. 

An advertiser, agency, broadcast 
facility or individual who by con- 
temporary service has added to the 
knowledge or technique of radio 
advertising—medal award to Archi- 
bald M. Crossley. 

An advertising agency, broadcast 
facility or individual for outstand- 
ing skill in commercial program 
production—medal award to Young 
& Rubicam, for the March of Time 
program, Time, Inc. 

An advertiser, agency, broadcast 
facility, or individual for excellence 
of commercial announcements: no 
award. 

An advertiser or agency for a 
commercially - sponsored program 
which contributes most to the ad- 
vancement of radio advertising as a 
social foree—medal award to Sayre 
M. Ramsdell & Associates for the 
Secret Weapon program, Philco 
Radio and Television Corporation. 

For an original research develop- 
ment within the past year conducted 


by an independent individual or or- 
ganization, not designed or used 
directly for the promotion of any 
medium, product or service—medal 
award to the Psychological Corpora- 
tion for “Two Studies of Public 
Sentiment Toward Wartime Adver- 
tising,’ prepared for the Associa- 
tion of National Advertisers. Honor- 
able mentions: Columbia Broadcast- 
ing System for “Listener Panel 
Study (’41 and °42).” Sherman K. 
Ellis & Co., for “The Sherman K. 
Ellis Report on Super Market Traf- 
fic.” True Story for “Crossley Con- 
tinuous Consumption Index.” 

For an original research develop- 
ment within the past year which has 
been designed or used for the pro- 
motion of an advertising medium or 
service, the findings of which will 
be made generally available for the 
benefit of the industry, and which 
has contributed to the knowledge 
and advancement of advertising— 
medal award to the New York Jour- 
nal-American, for “Working Manual 
for Sales Control of the New York 
Market.’”’ Honorable mentions: Cro- 


well - Collier Publishing Company, 
for “The Controlled Recognition 
Method for Checking Magazine Ad- 
vertising Readership.” Providence 
Evening Bulletin for “Sixty Test 
Markets.” 


Lancaster Named Head of 
Public Relations Clinic 


A. P. Lancaster, superintendent of 
industrial and _ public _ relations, 
Western Electric Hawthorne Works, 
Chicago, has been elected president 
of the Public Relations Clinic, suc- 
ceeding James Bulger, Chicago 
Motor Club. 

L. H. Pomeroy, General Motors 
Corporation, was named vice-presi- 
dent and Arnold E. Daum, Ameri- 
can Petroleum Industries Commit- 
tee, was reelected secretary-treas- 
urer. 


Names Stevenson & Scott 

H. L. Blachford, Ltd., Montreal, 
manufacturer of industrial chem- 
icals, has appointed Stevenson & 
Scott, Ltd., to handle its advertising 


in business papers, 


Office: DALLAS, Texas 


“Sally Carter”. 
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IW WEIGH. 


WITH 997,000 SUBSCRIBERS 
IN 14 SOUTHERN STATES... 


EUGENE BUTLER, Vice-Pres. & Editor 


STAFF CONTRIBUTORS (Left te Right): 
joe A. Elliott » Mina B. Hoffman. Dr. John W. Holland . Russell A. Mont . Fred). Hurst . 1.8. Hetchesee - 


W. C. LASSETTER, Vice-Pres. & Editer 
Office: MEMPHIS, Tennessee 


EQOITORS 
BORLY TOUCH 


B.F. King ~ Richard C. Miller ~ 1. F. Reed 


W. 8. Starr . Or. 8. Washbure 


WITH its large staff of strategically-located full-time 
and contributing editors, each Progressive Farmer edi- 
torial office keeps in close neighborly touch with the 
territory it serves. For, The Progressive Farmer is pub- 
lished monthly in five separate editions localized to 
the farm and home interests of the five distinct agri- 
cultural regions of the South. 

This provides subscribers with intensely - localized 
editorial service which no other leading sectional or 
general farm magazine can claim. Growers of grain 
sorghum in Texas, citrus in Florida, sugar cane in 
Louisiana, bright tobacco in the Carolinas, get infor- 
mation they want, with no wasted space in any edition 
on subjects foreign to local needs. 

“He Saves Souls by Saving Soil,”’ in January Reader’s 
Digest, and Dr. Carver’s selection as 1942 “‘Man of the 
Year in Service to Southern Agriculture,’’ mentioned 
in December Reader’s Digest, are Kentucky and Alabama 
indications of The Progressive Farmer’s contacts with 
rural progress in every section of Dixie. 


Your advertisement in The Progressive Farmer will 
make you a good neighbor to your prosperous Southern 
customers, whose cash farm income exceeded FOUR 


BILLION DOLLARS in 1942... 


it will serve toconvince 


them that your product is fitted to their particular needs. 


R 


The South. Subscribes’ to 


The Progressive Farmer 


wy | 
| 


Advertising Offices: sinmiInGHAM, RALEIGH 


MEMPHIS, DALLAS, 


NEW YORK, 


CHICAGO 
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Advertising Expenditures 


Z PLACED IN CHICAGO 
i NEWSPAPERS 


YEAR 1942 


CHICAGO 3 
TRIBUNE = 
—— —- 
; — 
a a $ es = 
, 


48.3% OF THE TOTAL PROMOTION BUDGETS PLACED BY ADVERTISERS 


Last year the Chicago Tribune received 48.3% of the total —_* 1st year brought sweeping changes in Ame: 


can life and the American outlook. Undergoi: 


expenditures for advertising placed in Chicago newspapers. violent readjustment to wartime living, the publ 
looked with increased intensity to the newspap 


This was practically as much as advertisers placed inall — '"""'- 


In Chicago, readers each day had an opp 


other Chicago newspapers combined. tunity to decide which Chicago newspaper be 
served their needs, desires and interests. 
Their verdict was decisive. On weekdays, th 
° ° , . . YS, 
During the year, the Tribune Ss lead in expenditures over gave the Tribune a plurality in total circulatic 


ee ‘the next Chicago newspaper was stepped up from 148.6% 
in 1941 toa lead of 155.2% in 1942—the largest percent- 
age of lead in history. 
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IN CHICAGO NEWSPAPERS LAST YEAR WAS PLACED IN THE TRIBUNE 


me! which ranged from 530,000 to 720,000 over other __ the editorial qualities which build deepest interest cost. And when you build your Chicago promo- 
oil Chicago daily newspapers—and more total circu- among readers produce the best returns for ad- tion around the Tribune, you not only get the 
g ) : 

yubl ‘ition than any two other Chicago daily news- vertisers. most for your money today, but you build solidly 
Day }apers combined. Last year, as in each year as far back as the for the future in a medium which is going ahead. 

And on Sundays, their preference for the prod- records go, advertisers made the Tribune their No matter what you advertise or why you ad- 
pp t delivered by the Tribune gave this newspaper number one Chicago medium on the basis of vertise, the testimony of advertisers as a group 
be . all-time high in Sunday circulation and a lead demonstrated high productivity at economical proves that you get best results when you build 

hundreds of thousands over other Chicago cost. your program around the Tribune. Rates per 
the inday newspapers. No other medium, no combination of other 100,000 circulation are among the lowest in 
atic Set forth in the chart is convincing proof that media here, delivers so much sales power at so low America. 
— be SS ne 

fe December average net paid total circulation: 
: Daily, over 975,000 
Sunday, over 1,200,000 


THE WORLD’S GREATEST NEWSPAPER 
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ADVERTISING AGE 


February 8, 1943 


Paper Problems of 
Business Press 


Causing Concern 


Value to War Effort 
Cited in Plea for 
Separate Treatment 


Chicago, Feb. 5.—In view of the 
increases in industrial advertising 
volume scheduled for 1943, many 
advertisers and agencies placing 
business paper accounts are begin- 
ning to wonder if it will be possible 
for them to use all of the space 
which they would like to employ to 
carry their messages to war indus- 
tries and others which are impor- 
tant to military production or the 
civilian economy. 

The War Production Board, whose 
order for a reduction of 10% in 
consumption of paper this year com- 
pared with last grouped business 
papers with magazines, has been 
deluged with appeals from many 
parts of the business publishing 
field. Some of the publications 
which have asked for special rul- 
ings have asserted that they will be 
unable to operate under a 10% re- 
duction. 

A leading New York journal, 
which is in a particularly active in- 
dustry important to war produc- 
tion, has appealed for relief in view 
of the fact that its circulation has 
been growing rapidly, and new sub- 
scriptions are now coming in at the 


BIG NEWS! 


In the Wood Products 
Industry . 


e 
INVESTIGATE 


431 S. Dearborn St., Chicago, lll. 


rate of 600 to 1,000 a month, with- 
out promotion. With a heavy in- 
crease in advertising volume, it will 
be unable to maintain service unless 
increased paper supplies are per- 
mitted. 


Publishers Caught Unprepared 

Another leading industrial paper 
has just increased its page from 
pocket size to a standard 7 x 10 inch 
type page. Obviously it cannot pro- 
duce the larger book with the paper 
made available on the basis of con- 
sumption in the small size. Its ap- 
peal to the WPB has not been acted 
upon, but it has been given to 
understand that some relief may be 
granted. 

Many of the publishers were 
taken unawares by the order, which 
was dated Dec. 31 and made effec- 
tive Jan. 1. Because of paper sup- 
plies already on hand, plates from 
advertisers for use in bleed pages 
in February and March, and other 
mechanical problems, shifting to 
smaller trim sizes and lighter weight 
papers has not been easy, and there- 
fore little saving will be made for 
the first two months of this year. 
Since only 15% may be “borrowed” 
from one quarter to another, pub- 
lishers don’t see how they can make 
the necessary adjustments for this 
quarter. 

In many cases business publishers 
issue special statistical or directory 
issues in January, thus using more 
than the normal percentage of their 
annual consumption in this period. 
Since paper consumption has been 
placed on a quarterly basis, they 
have already used far more than 
their normal quarterly quota. Only 
a ruling by the WPB will enable 
them to adjust consumption to the 
government standards. 


Urges Independent Action 
Many publishers have paper stock 
on hand, in sizes larger than re- 
quired for the new trim sizes which 
have been adopted as a leading 
measure for paper saving. While no 
official ruling on the point has been 


made, publishers have been told 


Don’t shout 


"til you see 


the whites of their eyes! 


Texas is the state of great distances—between cities. 
Metropolitan Houston, in reality, is all within 50 miles 
of the heart of this great city. Beyond. for hundreds 
of miles, are small towns, open plains. 


Therefore, to lay your radio advertising barrage 


most effectively in Houston, 


select the station selected 


by most Houstonians—KXYZ. Now 5,000 watts, KXYZ 
covers all metropolitan Houston with a strong clear 
signal—day and night. We do not claim to cover far- 
flung areas not heavily populated. Telephone a Branham 
representative today ... and learn how popular KXYZ 
is with network and national spot advertisers. 


24 HRS. A DAY 


unofficially that they will be cred- 
ited with savings based on the paper 
actually going through the presses. 
Thus if larger sizes are cut before 
being printed, the publisher can 
count his actual consumption on the 
basis of the printed sheets, and not 
the total amount of paper which he 
used, before trimming. 

Industrial Marketing, which re- 
flects opinion in the industrial ad- 
vertising field with unusual ac- 
curacy, published an editorial in its 
February issue urging business pub- 
lications to ask for separate con- 
sideration of their needs, instead of 
having their case acted on as a part 
of the magazine publishing indus- 
try. It argues that since many busi- 
ness papers, especially those going 
directly into war industries, are of 
vital importance in the dissemina- 
tion of production “know how” to 
war workers, and since total con- 
sumption of paper by the business 
press is relatively unimportant, they 
should be considered on a different 
basis from other types of magazines. 

“Industrial publications going di- 
rectly into the war industries, and 
providing information in text and 
advertising essential to war produc- 
tion,” says Industrial Marketing, 
“have a position in publishing which 
it seems to us is entirely different, 
as well as much stronger, than that 
of general magazines, important as 
the latter are conceded to be. 


Wants Case Presented 


“Considering both the importance 
of business paper services in war- 
time, and the relatively small 
amount of paper these media con- 
sume, the publishers, with their re- 
sponsibility limited to one type of 
service alone, could have _ stated 


‘their case to WPB far more con- 


vincingly than was actually done. 
Fortunately the exemption of pub- 
lications consuming less than 25 
tons per quarter relieved many in- 
dustrial papers from the application 
of the order, but most of the larger 
publications have been seriously 
affected. 

“It would be highly desirable, 
both from the standpoint of pub- 
lishers and advertisers, if business 
publications of all types got to- 
gether and presented a united front 
at Washington for consideration of 
business papers based on their in- 
dispensability as channels of com- 
munication with war _ industries. 
This fact, plus their relative unim- 
portance in paper consumption, 
should greatly strengthen their posi- 
tion and make it possible for indus- 
trial advertisers to continue to dis- 
seminate in adequate volume the 
vital information which they are 
providing for the most important 
divisions of war production.” 


January Advertising Up 


Industrial Marketing’s monthly 
tabulation of business paper adver- 
tising volume shows an increase of 
8.15% for January as compared 
with the corresponding month of 
1942. Industrial publications showed | 
an increase of 11.18% for the month, 
continuing substantial gains re- 
corded last year, though dealer and 
vocational papers are just about 
holding their own. 

Most of the industrial publications 
reaching war industries are showing 


increased circulations as a result of 
the great demand for technical in- 
formation in these fields. One out- 
standing publication which in- 
creased its annual subscription price 
from $6 to $8 several months ago, 
and is still gaining circulation, with- 
out promotion, is now planning to | 
increase the rate to $10 in the hope 
that it can hold circulation down. In 
the meantime subscriptions are be- 
ing cut off at expiration if not re- 
newed on receipt of the first bill, | 
and no renewal promotion letters 
are being sent out. 


Lucky Strike | 
Producer Resigns 

Gordon A. Auchincloss, for six 
years asseciated with Foote, Cone & 
Belding, Inc., and its predecessor, 
has resigned his position but will 
continue working on Lucky Strike 
programs until July 1. 

Most of his time with Lord &| 
Thomas was devoted to producing 
shows for the American Tobacco 
Company, and for two years he 
worked on “Information Please.” | 


ADVERTISING VOLUME FOR JANUARY ISSUES OF 


INDUSTRIAL, TRADE AND CLASS PAPERS 
From “Industrial Marketing,” February, 1943 


Unless otherwise noted, all publications are 


monthlies and have standard 7x10-inch 
type pages. Petroleum Engineer ......... 
Pages Petroleum Refiner ........... 
Industrial Group 1948 1942) Pit Oe WN cv ccccscciessnecs 
ED sadsucsthkdenaess 260 «19g | Power ........+-.-++0--e+00. 
Air Conditioning & Refrigera- Power Plant Engineering... .. 
tion News (w) (11%x16)... 18-835 a Builder (10%x15).. 
American Avi ¥ 6) )) Se 
(8%x11) Sinaloa 67 44|Product Engineering ........ 
American Builder & Building Products Finishing (42x6%%). 
BE ic anmaethaektns cos 56  74|Purchasing ........+--+.++++. 
American Machinist (bi-w)... §*589 §*480|Railway Age (W).....---.--- 
Architectural Forum ........ 54 62| Railway Purchases & Stores. 
Architectural Record ........ 51 47 | Roads & Streets.............. 
Automotive & Aviation Indus- Rock Products .........+++++ 
2 eae err 169 95|Southern Power & Industry.. 
BUI sc isciinrvecadecvecves 234 A keer 
Bakers’ Helper (e.o.w.)...... 102 7109 OREN. pstcssssccnesecas 
Brick & Clay Record......... “26 *82)/Telephone Engineer ......... 
Bus Transportation .......... $75 $88] Telephony (wW) ........+..++6 
Ceramic Industry ........... $*54 §*78) Textile World .............- 
Chemical & Engineering News 30 33 | Tool & Die Journal (4%x7%) 
Chemical Industries ......... 7 56|Tool Engineer ........+..++- 
Chemical & Metallurgical En- Water Works Engineering 
GOTTEN tics cccccesescece 202 162 GBA) ec corccicocsoccsccces 
Civil Engineering ............ 25 24| Water Works & Sewerage... 
SE BD tdi cndsecrssarcces 72 61 | Welding Engineer ........... 
Construction Digest (bi-w)... 59 46 | Western Construction News.. 
Construction Methods (8%x12) $86 $74| Wood Worker ........++++++ 
SEES ae ee 101 85|Woodworking Digest (4%x 
Diesel Progress (8%x11)..... 86 89 | PPA ee 
Electric Light & Power..... 55 64 I re a 
Electrical Contracting ...... 72 aes 
Electrical South ............. 25 29 . 
Electrical West ............. 37 38 —_ we ‘ 
Electrical World (w)........ as Se 
ener , d Ps. ciecseounse 
Engineering & Mining Journal 70 69 American Exporter .......... 
Engineering News-Record , . Boot & Shoe Recorder (w).. 
Dy -Aeeeeee veectuc<scasaes §t\*256 §t*279 Building Supply News....... 
Factory Management & Chain Store Age 
Maintenance sews 211 193 Druggists Edition ......... 
Fire Engineering .......... . 23 19| Grocery Edition ........... 
2 rr 74 63 Variety Store—<General Mer- 
The Foundry ... 130 121 chandise Edition ........ 
GAS cece cece eee e ee eeees 21 26 | Commercial Car Journal..... 
CRS BOS TOW) occ ccececcnecs 48 63 | Domestic Engineering ....... 
Heating, Piping & Air Condi- Farm Implement News (bi-w) 
Br err Tree re $129 §132]|Geyer’s Topics .............. 
Heating & Ventilating....... 85 GOP FEED UTNE cece csssessccecs 
Industrial & Engineering Hardware Age (bi-w)........ 
CNN adecacectdceesecs 106 80 | Jewelers’ Circular—The Key- 
Industrial Finishing (4%x6%) 45 49 ao hee eae eg aie 
Industry and Power......... 93 73 |Men's Apparel Reporter (9x 
Ingenieria Internacional Con- ae ceo de te bias ei 
GEFRCCIOM ccc cscccceseseces 71 0 ee ee 
Ingenieria Internacional In- NG os veancnceeeeedias 
Se Sree 91 741N. J. (National Jeweler) 
SE, BS CW) occ ccscene ..» $)*740 §t*691 OUND cass csscdacsieses 
Laundry Age ............... 29 $1 | Office Appliances (6-5/6x10).. 
Machine Design ............. 120 93 | Plumbing & Heating Journal. 
Machine Tool Blue Book (4%x Sheet Metal Worker......... 
eae re 337 *303|Southern Automotive Journal 
Orr 297 252|Southern Hardware ......... 
Manufacturers Record........ *30 *32 | Sporting Goods Dealer....... 
Marine Engineering & Ship- 
i DO. noscasstovces 198 =: 182 Total 20. .eeeeceeeeeeee 
Mechanical Engineering...... 52 45| Class Group 
Mechanization (4-13/16x Advertising Age (w) (10%x 
Ee 47 42 15) COS cee eesreessesseseoes 
Metal Finishing ......... 50 54 | American Funeral Director... 
Metal Progress ........... 136 106 | American Restaurant 
Metals and Alloys......... 155 106 |D and W........+..0-0-e0e: 
Mill & Factory............ 194 157 | Hospital Management .. 
NG co cadanedesea << 134 109 | Hotel Management ........ 
Mining & Metallurgy........ 19 16 | Industrial Marketing ........ 
Modern Machine Shop (4%x Medical Economics (4% x6%). 
Ne ereiis ek 1 A 308 249 | Modern Beauty Shop......... 
Modern Packaging .......... "56 *57| Modern Hospital ............ 
Modern Plastics ............-- *75 *55 | Nation's Schools ............ 
National Carbonator & Bottler 58 61 |Oral Hygiene (4-5/16x7-8/16) . 
National Petroleum News (w) 155 55 |Restaurant Management...... 
National Provisioner (w).... au 90 | School Management (9'%4x11%) 
New Pencil Points........... 25 43 | Traffic World (w)........... 
Oil & Gas Journal (w)...... $*275 §¢*272 ‘ 
GR Wee C0). sicccescsess 1*85 =: 168 Total ....ceceeeeeeeeeees 
Paper Industry & Paper . ; 
> eG ae en en 58 56 $ Includes special issue. * Includes classi- 
Paper Mi (W)..ccccscccsees 162 73 | fled advertising. | Last 
Paper Trade Journal (w).... *s9 1*113!t Five issues. ¢* Three issues. 
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TODAY’S UNCERTAINTY 
about the future is drawing 
more advertisers into Mac- 


Rae’s Blue Book than ever before. 
MacRae’s advertising effectiveness 
continues strong for FIVE YEARS. 


For Advertising Rates Write 


MagRadts Hime Boas 


A DIRECTORY OF AMERICAN INDUSTRY 
Used Continually in 55,000 Buying Offices 
18 E. HURON STREET - 


CHICAGO 
OFFICES IN PRINCIPAL CITIES 
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‘Fssential’ Needs 
for Paper Yet fo 
Be Established 


WPB Branch Makes 
No Allowances for 
Business Papers 


Washington, D. C., Feb. 4.— The 
business press has no edge over gen- 
eral magazines, so far as the print- 
ing and publishing division of the 
War Production Board is concerned. 

Although many business paper 
publishers have hoped that the spe- 
cial services their papers render in 
specific fields will permit special 
consideration from WPB, at present 
there is no policy of “essentiality” 
operating. 

The division does not discrimi- 
nate between publications, other 
than to classify newspapers, maga- 
zines and books. There is no dis- 
position to establish one category as 
“essential,” and therefore slated to 
get more paper than some other 
category. 


Recognizes Problems 


The division, of course, is familiar 
with the editorial services of busi- 
ness papers and their problem of 
rising circulation. It knows, too, 
that rising circulations and _ in- 
creased editorial services are typical 
of most magazines. The problem of 
the printing and publishing branch 
is the saving of paper, and saving 
it equitably. 

Since the order was issued on 
Dec. 31, many publications have 
moved on Washington, intent on 
securing a quota revision. There 
may have been some exceptions 
made; there have been a number of 
refusals. But each case has been 
considered individually. There has 
been no set formula; there is likely 
to be none. 

Since the issuance of the paper 
order, only two official statements 
have been sent out by the printing 
and publishing division. One was 
a series of questions and answers, 
clarifying the most common queries 
about the order. 

The other was a plain statement 
by W. J. Risley Jr., who heads the 
magazine and periodical section of 
the division, to the effect that no 
publisher could buy a periodical for 
the purpose of eliminating it and 
using its tonnage to fatten his quota. 


Cites 1942 Ruling 


Mr. Risley called attention to the 
WPB ruling issued Feb. 17, 1942, 
covering the assignability of quotas, 
which provides that if a purchase 
is made, the purchased property 
must continue to operate in the 
same manner it did before purchase. 
“Any publisher contemplating the 
purchase of a magazine should dis- 
cuss the question of paper quota 


Ucuscotor 


IS NOW 
RATIONED 


Even so, we can still handle 
a large volume of color 
printing on newsprint—fold- 
ers, broadsides, paste-bound 
booklets and circulars. 
Printed in one to four col- 
ors at high speed, and at 
low cost. 


If you have a printing pa- 
per problem, perhaps we can 
help you solve it. 


HOPPING NEWS 


Rwsausdit “Division CLEVELAND 


payin 4 


in advance with the printing and 
publishing division,’ he warned. 

It is now fairly well established, 
both by dispatches and official quo- 
tations from Washington, that fur- 
ther paper reductions are due this 
year. Many publishers, interested 
in planning their business opera- 
tions, are going on the assumption 
that there will be a 10% cut on 
April 1, the opening of the second 
quarter. 

If a publisher wants special con- 
sideration from WPB, he should 
come prepared to show that he has 
removed the frills from his publi- 
cation. 

The question business paper cor- 
respondents, and their publishers 
at home are asking, is: “How soon 
will essentiality count?” 


Asks Ideas for 
Postwar Marlin Guns 


With copy in 16 magazines, Mar- 
lin Firearms Company, New Haven, 
Conn., has announced a contest in 
which cash prizes of $1,000 will be 
paid for the 17 best ideas and sug- 
gestions for postwar Marlin weap- 
ons. Contestants are offered a free 
catalog, reviewing features of Mar- 
lin guns, as an aid. The contest ends 
July 1. 

Craven & Hedrick, New York, 
handles the account. 


Commerce's Field 
Offices Axed; 
Protests Urged 


Chicago, Feb. 1.—John H. Morse, 
vice-president of the Buchen Com- 
pany, Chicago advertising agency, 
who retired from the Department of 
Commerce a short time ago, told 
the Chicago Dotted Line Club today 
that business is in grave danger of 
losing the valuable services of the 
field offices of the Bureau of For- 
eign and Domestic Commerce. Pro- 
vision for the maintenance of the 
service was eliminated from the 
appropriations bill now before Con- 
gress by the Bureau of the Budget. 

Mr. Morse pointed out that the 
bureau has been in existence for 
many years, and that through its 12 
regional and 27 district offices it has 
had available for the service of 
business experts in both domestic 
and foreign trade. It would be a 
calamity for business, he said, for 
this important service to be dis- 
continued now. 

Congress must decide whether to 
maintain the field offices of the bu- 
reau, and he suggested that business 
men who are aware of vhe valuable 
services which it is performing 
make their opinions known to their 


Congressional representatives. The 
cost of the field work is not more 
than $450,000 a year. 

In reviewing some of the current 
problems of business, Mr. Morse 
said that it is a mistake to assume 
that government leaders are opposed 
to advertising, as every official 
statement in recent years, including 
many from the Department of Com- 
merce, has been favorable to legiti- 
mate use of advertising. He de- 
preciated the alarmist headlines 
which leading newspapers fre- 
quently run on every item from 
Washington relating to this activity. 

Mr. Morse praised the work of 
the Committee for Economic De- 
velopment, which was sponsored by 
the Department of Commerce but is 
financed and operated by business 
men for the purpose of developing 
a sound postwar program. Carroll 
B. Wilson, chief of the Bureau of 
Foreign and Domestic Commerce, 
has been loaned to the committee 
as its director. Paul B. Hoffman, 
president of the Studebaker Cor- 
poration, is chairman of the com- 
mittee. 


Appoints Hicks 

Standard Blouse, Inc., maker of 
Lady Chesterfield blouses and slacks, 
has placed its account with Hicks 
Advertising Agency, New York. 


Interstate Group 
Names New Officers 


Howard C. Berky, advertising 
manager, North Penn Reporter, 
Lansdale, Pa., has been elected 
president of the Interstate Adver- 
tising Managers’ Association. The 
group includes advertising execu- 
tives in Pennsylvania, New Jersey, 
Delaware and Maryland. 

Louis G. Shenk, New Era Intelli- 
gencer, Lancaster, Pa., was named 
vice-president and Neill Mitchell, 
Free Press, Easton, Pa., secretary- 
treasurer. 


Goodrich Names Mahoney 


Harry L. Mahoney has been ap- 
pointed advertising and sales pro- 
motion manager of the associated 
tire and accessory division of B. F. 
Goodrich Company, Akron, O., suc- 
ceeding F. J. Rees, recently named 
manager of special accounts. 


Dean Milk Signs for 
New Comicolor Unit 


Dean Milk Company, Chicago, has 
contracted for the Chicago Tribune’s 
new third-page unit which appears 
as a panel below the “Deathless 
Deer” comic run Saturdays in full 
newsprint color on the back page. 

The company will use the space 
every other Saturday for a full year. 
Chadwick and Harriman handles 
the account. 
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High among the fine things appreciated in Philadel- 
phia is KYW and Philadelphia advertisers know it. 
In five short years their purchases of KYW program 
time have increased 780%. 
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KYW is Philadelphia’s Dish! 


Es 


soned flavor. 


Pepper Pot is a soup or stew, 
famed in Philadelphia for its 
dumplings and its highly sea- 


We mention this because Philadelphia time buyers are in the ideal position to judge 
Philadelphia stations. They know the results their associates and competitors have 
had. And they now contract for nearly half of KY W’s non-network time! 


AY 


PHILADELPHIA 


$0,000 WATTS 


You need a 50,000 watt station in the nation’s third market. 
You need KYW’s directed coverage of the entire trading area. 
Investigate the availabilities—and make KYW your dish, too. 


@). WESTINGHOUSE RADIO STATIONS Inc 


WOWO « WGL « WBZ © WBZA + KYW «+ KOKA « REPRESENTED NATIONALLY 


BY NBC SPOT SALES 
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Should Government 
Advertise? Debate 
Fails to Decide 


Divergent Viewpoints 
Expressed in Article 
by Five Writers 


New York, Feb. 4.—‘Should the 


government advertise?”’ 
This question, which has been de- 


bated heatedly on many a conven-|jief that no method other than ad- 
tion platform during the past 14 


months, received a thorough, if be- 
lated, airing in the current, winter 
issue of the Public Opinion Quar- 


terly. 

Spokesmen for five divergent 
viewpoints are heard. Viewpoints 
“not of the editors of the Quarterly, 
nor of a representative cross-section 
of the American people,” the edi- 
torial board of the Princeton Uni- 
versity school of public 


” 


worth reading.” They are: 
Chester J. LaRoche, chairman of 
the board of Young & Rubicam and 
chairman of the Advertising Coun- 
cil, to whom the answer is simple 
... the government “should adver- 
tise—it is advertising,” although it 
needs more facts and more staff. 

Arthur Price, mail order sales 
manager of Sears, Roebuck & Co., 
who warns against opening wider 
“the flood gates of government 
spending.” 


Others Present Views 


Arthur T. Robb, editor of Editor 
& Publisher, who bases his plea for 
purchase of space and time on “a 
strictly business basis” on the be- 


vertising produces the desired re- 
sult “so speedily and so economic- 
ally.” 

Ralph Coghlan, editorial page edi- 
tor of the St. Louis Post-Dispatch, 


who resumes the explosive debate 
of the 1942 convention of the Amer- 
ican Society of Newspaper Editors 
by holding that such immortals as 
Peter Zenger, Elija Lovejoy, and 


c affairs | their graves” at the thought that a 
points out, but “of five men who 


have opinions which are eminently 


Joseph Pulitzer “are turning in 


free, AMerican press would be com- 
promised by accepting major sup- 


“Since the boss started advertising on 
WFDF Flint Michigan, have I been tak- 


ing orders!” 


port from the government it should 
be free to criticize, rather than from 
hundreds, or thousands of private 
| advertisers. 

| And Leonard Dreyfuss, president 
|of United Advertising Corporation, 
and civilian defense director for 
New Jersey, who applauds the Brit- 


ish and Canadian experience with 

government advertising, and sug- 

gests appointment of a “Donald Nel- 

son” to direct our paid campaigns. 
Key Arguments Given 


Here are the key arguments: 


this question is simple. The gov- 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


January 25. Wakened early by the clop- 
clop of a horse’s hoofs coming down our 
city street, followed by the rattle of milk 
bottles. Thought for a moment I was back 
in my boyhood, in that automobileless 
world which the generation after mine 
cannot even picture. Later in the day I 
talked with a taxi driver who was bemoan- 
ing his inability to get any recreation, now 
that he couldn’t drive for pleasure. Told 
him how I used to ride with my girl on 
a street car, to the city limits, and then 
take a walk in the country. He was 
appalled at the notion. 


January 26. Thinking about my friend 
the taxi driver, above, I was reminded of 
that amazing man, H. G. Wells. In the 
early days of this century he wrote a book 
with the longest title I remember ever 
seeing. It was called “Anticipations of the 
Reactions from Mechanical and Scientific 
Progress upon Human Life and Thought.” 
In it—and this was before the automobile 
had changed our lives—he described the 
coming of a new type of individual of 
whom my taxi driver is a perfect example. 
It would be interesting to check that book 
now and see how many other of his antici- 
pations came true. 


January 27. Sat around all evening with 
a group of younger industrialists who were 
discussing the postwar world. I was pleas- 
antly surprised at the freshness of their 
views. The old bleats about private enter- 
prise and the New Deal were conspicuous 
by their absence. In their place was seri- 
ous discussion of the planning business 
itself had to do to meet the new demands 
of people for a world of both material and 
psychological satisfactions. Very hopeful. 


January 28. See by the papers that Bill 
Benton is now going to run the Encyclo- 
pedia Britannica for the University of Chi- 
cago, in addition to his other duties there. 
He often 
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Pity, | 
ey “~wity, 


| and advertisers,” 
John H. Morse, formerly of the De- | 


Bill is a pretty smart hombre. 
rushes in where angels fear to tread—and 
comes out with golden wings. 
one is going to tax his ingenuity. 
can forget that he is now an educator, 


But this 
If he 


and remember that an encyclopedia is part 
of the furniture industry, he may pull it 
off. 


January 29. Talked with a _ publisher 
who told me that, in his opinion, the cuts 
in paper tonnage have just begun, and that 
there will be other and more serious Ones 
before the year is out. The English expe- 
rience with this, which has been severe, 
is that the process is very painful until 
the necessary adjustments are made, after 
which it does not work out too badly. 
Now that we are in for it, the creative 
people in the agencies had better start 
dusting off their almost forgotten talents 
for making small space do a job. 


January 30. No chance to get to the 
farm today because of deep snow blocking 
all the roads. So betook myself to the seed 
catalogs, and with paper and pencil 
began to lay out an enlarged Victory Gar- 
den. Sometimes I think the best part of 
a farm is the time you don’t spend there. 
Then you can forget how the septic tank 
fails to work at the most inconvenient 
moments, and concentrate on that Shangri- 
La in which all the masterpieces of horti- 
culture flourish, and the jug at the end of 
the furrow is full of nectar. 


January 31. (ON THE NATURE OF 
ADVERTISING KNOWLEDGE) Received 
a fine, thoughtful letter on this subject 
from my old friend, Marco Morrow, with 
which I am in essential agreement. But 
I would make my own classification of his 
points in some such way as this: First 
come facts; or, as the scientist says, data. 
These are only the raw materials of knowl- 
edge. When education is limited to these 
then we get, as Marco points out, a 
“learned fool.’’ Second comes knowledge, 
that is, the synthesis of and inductions 
from facts, leading to general principles 
and to directives for getting things done. 
Third comes wisdom—the appraisal of 
knowledge in the light of values—which 
tells us what is worth doing with our 
knowledge. Whitehead’s introduction to 
“Business Adrift,’ long a favorite of mine, 
is a perfect example of knowledge distilled 
into wisdom. 
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government advertise,’ which it is| 
doing, but, ‘Should the government | 
buy advertising to help carry out 
the purposes for which the Office of 
War Information was organized?’”’ | 

Mr. LaRoche points out divergent | 
views of “a high percentage of ad- | 
vertising agencies, media owners | 
who along with | 


partment of Commerce, feel that | 
the government should buy adver- | 
tising, and the Scripps-Howard 
newspapers and Dr. Peter Odegard, 
special assistant to the Secretary of | 
the Treasury, who fear government 
support might impair freedom of the 
press. 


_ Quotes Government Memorandum | 


Of special interest, he quotes in 
print for the first time from a hith- | 
erto “confidential” intelligence re- 
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It is argued that the public is 
ca tally eager, at least for the most 
part to adopt any suggestions that 
re President may make for the suc- 
yi ful prosecution of the war. So, 
equently, an ambitious program 
aid advertising is hardly neces- 

under existing conditions. 
+ is further argued that a great 
of public education lies ahead 
du ng the coming months of war- 
time sacrifice and effort. This may 
be met successfully by improving 
+hods of government publicity 
t of paid advertising. For in- 
e, as an example it has been 
egested that a government column 
might be included in the daily 
wspapers.”’ 


Feels Move Unwise 


After a comprehensive review of 
the channels open to the govern- 
ment and the work of the Office of 
War Information and the Advertis- 
ing Council, Mr. La Roche ex- 
presses his own personal feeling that 
an organized attempt to urge pur- 
chase of space is unwise. 

To arguments against government 
advertising he answers that news- 
papers can take care of themselves 
n preserving freedom of the press; 
that the government can handle ad- 
vertising without “political” bias, 
just as it handles the Army, the 
Navy, or the mail; that Congress 
would appropriate funds; and that 
Congress has not interfered with 
administration of Army and Navy 
advertising. 

Mr. Price—‘Is there any ap- 
parent lack of advertising, visible 
or audible, to support the govern- 
ment’s war efforts? Would this vast | 
volume of advertising increase or | 
improve in quality if paid for by | 
government subsidy? . . . Has any | 
campaign yet been asked for, that | 
has failed because of lack of finan- 
cial support? Or could any cam-| 
paign not now initiated be made | 
possible, or superior in quality, if) 
our government supplied the funds? | 
| do not think this point needs en- | 
larging. 


Fears Possible Effects 


“Our government has spent some | 
advertising sums officially—for re- | 
uiting, as an example. Have such | 
campaigns not been small, weak, 
faltering? Have they not definitely | 
failed to register with the resound- | 
ng smash of our privately sup-| 
ported campaigns? Are they not | 
perhaps one of our best arguments | 
against government support of ad-| 
vertising? Who can offer any visi- | 
ble record of success scored by gov- | 
ernment-paid efforts? Where are| 
the proofs that these methods are 
superior?” 

Mr. Price refuses to accept Brit- | 
ish experience as a guide, reminding | 
readers that some private advertis- | 
ers in this country spend more than 
the British government, and calls | 
attention to the difficulties of elim- | 
nating political favoritism from the | 
spending of government advertising | 
funds. 

Who can write the formula for | 
the spending of vast government | 
advertising funds throughout the | 

tion’s thousands of newspapers, | 
periodicals, and radio stations in 4 
manner that would prevent discrim- 

tion, favoritism, or 
ersights?”’ he asks. 
Let not advertising set any| 
led example to open wider the | 
i gates of government spending. 
gates are too difficult to close. | 
floods sweep too strongly. And | 
many cross-currents can cut! 
‘edly into our fine American in- | 
itions. Let us put away this) 
tion for the duration—if not 
ver. 


Advertising Is Needed 


accidental | 


Ir. Ropp—‘“Half a century of in- | 
adver- | 
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| tising as an instrument of com- 
/merce has proven that no other 
method of bringing a name, an ar- 
ticle, a service, or a need, to public 
attention produces the desired re- 
sult so speedily and so economic- 
ally.” 

Pointing to the results of scrap 
drives, Mr. Robb focuses on such 
critical problems as manpower and 
price control. 

“If advertising processes are ap- 
plied to these problems,” he adds, 
“business and engineering thought 
will have to be substituted for the 
political fumbling that has ham- 
pered our war progress in so many 
respects up to now. That fact is as 
important as the advertising itself. 
It will compel a realistic approach, 
adequate organization, selection of 
personnel on the basis of ability and 
experience rather than by political 
acquaintance.” 


Opposes Government Money 
Mr. CoGHLAN—‘“God forbid that 
the time will ever come when the 


pend for their revenues to any im- 


government advertising. If 


the Bill of Rights and freedom of 
the press, as we now know it, will 


newspapers of the United States de- | 


portant or continuing extent upon | mendous 


| 


| | 
mean necessarily that the ancient| badly need a ‘Donald Nelson’ in ‘Collier's’ Spotlights 


right would be impaired by insidi-| charge of government advertising.” | 


ous or overt attack by government 
officials; the impairment could eas- 
ily take place by the psychological 
effect of government support upon 
publishers and editors themselves. 


Mutual Adds Mahoney, 
Higgins, Dufton 


James Mahoney has joined the 


“If the cash register in the count- | Mutual Broadcasting System, New 
ing room were ringing up govern-| York, as chief statistician in the 


ment money regularly, there would | sales promotion department. Mr. | 


be a tendency of publishers and 
editors to pull their punches when 
it came to engaging in what is now 
the customary and often drastic 
criticism of government that has 
been so beneficial to our nation. 
The fine, free rapture would be gone 


Mahoney was associated with Cross- 
ley, Inc., for the past five years. 
Louise Higgins, formerly with the 
art department of Oklahoma Pub- 
lishing Company, has also joined the 
sales promotion department in 
charge of art and production. 

Mrs. Roberta Dufton, formerly 


“Total War’ Messages 

| Collier’s has distributed the third 
in a series of “Advertising in a To- 
tal War” brochures to a list of war 
jagency officials. 

| The 56 war-theme advertisements 
reprinted from November and De- 
cember issues of the weekly are 
dominated by morale and institu- 
|tional themes, although an increas- 
|ing number are geared to conserva- 
| tion, nutrition, travel, and other 
government-sponsored campaigns. 


| 


Jordon Advanced 


| Irwin B. Jordon has been ap- 


because the counting room would|manager of the Traffic Audit Bu-| pointed advertising promotion man- 
begin whispering that, if this sort|reau, has been named assistant to|ager of John B. Stetson Company, 


of thing keeps up, we lose our ad- 
vertising contract with Mr. Morgen- 
thau.” 


Sees Job to Be Done 


Mr. Dreyruss—‘The government | ajes manager of North Shore Food | helps. 


the Mutual president, 
Clintock. 


Miller Mc- 


\Zeisel to Universal 


William Zeisel has resigned as 


has before it a herculean task of| products Company, Chicago, and 
constantly selling all phases of the|has become sales and advertising 


war. It must condition people for | manager of Universal Cocoa Prod- | 
| ucts Corporation, Chicago. 


i ‘WHIO Promotes Moody 
that | America to save—save its scrap, its | 
time comes, a cold and a clammy |tin, its rubber, its fat, and in the | 
hand will be laid upon Article I of | days to come many other things. 


adversity. It must ever and etern- 
ally sell war bonds. 
selling job 


It has a tre- 
in teaching 


Robert H. Moody has been ap- 
pointed general manager of Station 
|WHIO, Dayton, O., 


Philadelphia. With the company 
since 1929, Mr. Jordon has served 
as assistant purchasing agent for 
the past three years and has been 
active in the preparation of promo- 
|tional mailing pieces and dealer 


Back to Campbell-Ewald 


John M. Bonbright has returned 
|to the Detroit office of Campbell- 
Ewald Company as an account 
executive on special assignment. He 
was with the agency for ten years 
‘on the Chevrolet account, but for 


and Lester|the past year has been preparing 


It must be very apparent that there Spencer has been advanced to as-/|technical publications for the tank 


is great need for forceful, informa- 


be gone with the wind. Nor do I'| tive government advertising. .. We 


|sistant manager in charge of pro-| 


grams and production. 


section of Fisher Body Division, 


|General Motors Corporation. 


ee what the 


MP ee ae 


lows 


in the backroom will have? 


The boys in the backroom 


where the 


display cartons used to wait for the waste 


paper man—aren’t having many these 
days. Many manufacturers have cut down 


or cut out their display material. Out- 


standing store displays are almost as rare 
as new tires. And retailers are using stuff 
in their windows that formerly would 


STARR & BORDEN AVENUES, 


LIQUOR STORE DISPLAYS— 


A. C. Neilsen Co. reported declining 
trend in Mar. 1942, for 4 classifications. 


have gone into the wastebasket. 


One man’s lack is another's profit— 


as some smart lithographer didn’t 


Say. 


But it’s so, anyway. You can get more 


windows, today, better windows, 


longer periods—than ever before . . 


for 


if 


your display material has the stuff! And 
you're missing the best opportunity in 


point-of-sale publicity in years—if you 


don’t do something about it! 


t he easiest thing, of course, is just to 
call Einson-Freeman. We've been making 


better displays for years. We can get ideas 
for displays under way with less trouble 


than you can, and speed production from 


the first rough to the delivered material.. 


JS Co. Inc. 


OOPS-A-DAISY LITHOGRAPHERS 


Call Einson-Freeman now, and get started! 
LONG ISLAND CITY, N. Y. 
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CANNED VEGETABLES 
Cut of 36% in Use of Canned (CITIES = 8 MEER 
V Distribution of Homes Using Brand 
egeta es own y tu y ay merntpetirony Bert | 
j 
period to the level announced by|ing the allowance per customer. BRAND ae ee WM z 
31.2 Pounds Was Per rationing authorities. The figures It has been estimated that the UPPER MIDDLE LOWER 
; ‘ . i iven here cover 940 families in 9| amount of canned vegetables avail- 
Capita Figure; Wil different cities, and are analyzed by| able to the consuming public after Aap 20.8 Yf M0 2 Y) 
Drop to 19 or 20 Everett R. Smith, research director|deduction of the supplies for our - 
for Macfadden Publications. ] armed forces, for lend-lease and the = Y Uy 
his is the tenth of a series of like will amount in 1943 to 19 DEL MONTE . Wy. YY 
FP aa appearing pF ode naa in By EVERETT R. SMITH pounds per person. Actually, the Lui 
ADVERTISING AGE, highlighting the When the new point rationing| amount will be slightly larger than YY 
findings of the True Story-Crossley|system is put into effect so that} this because not all families regu- STOKELY WY YSU Yf ij 
Continuing Consumption Indezx,| there is an even and equitable dis-| larly have been using canned vege- 
which is an actual measurement of|tribution of the available supplies,}tables in the past. This study, GH 
consumption of food, kitchen and| those families which have been in| which covers a_ cross-section of L1eBY an /f, Yr. Wf Yf 
bathroom products in a scientifically | the habit of using canned vegetables | cities in various parts of the coun- 
designated cross-section of urban| will find that they must get along|try, reported that 97.9% of the 1 Wf; W SY ff 
families. It is neither an opinion|with at least 36% less per indi-| families used canned vegetables and HEINZ : ysis) 
nor recall check nor an inventory.| vidual than they were accustomed|the remaining 2.1% did not. It 
Figures are based on weekly collec-| to during 1942. This is revealed by | covers 7,520 weeks of consumption wan Ole ' WYpxofff 
tions of labels, wrappers and con- among 940 representative families. Joos Yp 
tainers direct from the _ selected Based upon this study, the esti- 
homes. Average Pounds of — mated supply of canned vegetables enna —y HY 
In this article, a special compila- oats tes eae teas , ies) will amount to approximately 20 : 
tion has been made for ADVERTISING erson (in Uelng pounds per capita in families using 
AcE to show exactly how rationing (8 Week Period) that commodity. In 1942 those fami- ousnneee oy 
of canned vegetables will affect lies averaged to consume 31.2 : 
users of these products, by relating 4.83 pounds of canned vegetables per My 
actual canned vegetable consump- person. The difference of 11.2 pounds GREEN GIANT 2.8 Wy IE Wj Yf 
tion figures in the pre-rationing me comes to approximately 36%. A ULL Lh: 
50% cut, as suggested by OPA, 
. would seem larger than these data PREMIER 40.0 - —_ .0 Y Y) 
BEE ey say wetter ene aN — Yr indicate as necessary if the pro- LLLLLL. 
jected supply holds to the figure of - 
» ; Total Families 3 
With this One : = a? ey as now estimated. Ssies os Yj /, 
se figures are, without ques- Canned Voqetadtes YY) Y ff 
Magazine You tet | a % tion, of particular significance since A: 
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Because employment is an im- 
portant factor in determining 
buying power, STEEL annually 
checks employment figures for 
over 90% of the plants in the 
metal working industry. * * * In 
1940 7,714 metal working plants 
employed over 50. By the Sum- 
mer of 1942, there were 8,645 
plants employing more than 50. 
The shift has resulted in fewer 
small plants and more large 
plants, as is graphically shown 
in. STEEL'S complete Market 
Study available for your exam- 
ination. * * * Market Facts form 
the basis for STEEL’S Selective 
Coverage. That’s why with 
STEEL you reach over 80% of 
all metal working plants em- 
ploying 50 or more. 


STEEL + Penton Bldg. « Cleveland 


A PENTON 
Publication 


UPPER 


MIDDLE LOWER TOTAL 


The average consumer of canned vege- 

tables used 4.83 pounds in an 8-week pe- 

riod, this chart (Chart A) shows. Under 

rationing, consumption will be decreased 
a minimum of 36%. 


a special tabulation of material de- 
veloped during 1942 in the True 
Story - Crossley Continuing Con- 
sumption Index. This study cov- 
ered the months when there was a 
reasonably normal supply of canned 
vegetables and chiefly the period 
before the supply diminished to the 


point where retailers were restrict- 


they avoid distortions created by 
advance purchasing, hoarding and 
the like. They are a record of 
actual consumption recorded from 
collection and tabulation of cans 
and other containers as used by 
these families. Since these studies 
covered the summer months as well 
as the spring and fall months, it is 
quite possible that a twelve-month 
picture would show a somewhat 
larger consumption, in which case 
the cut would be correspondingly 
greater. However, it is safe to 
state that the scarcity will amount 
to not less than 36% on an even 
ration per individual. 

Since the nine cities in which the 


CANNED VEGETABLE CONSUMPTION RECORD 
Among Families Using Canned Vegetables 
(9 Cities - 8 Weeks) 
Total Total Pounds 
Using Canned Vegetables 
Families Consumed 
1,000 20,000 
Families Pounds 
900 18,000 
16,694 
: 
800 16,000 
Average Pounds of Canned 
Vegetables Consumed Per Family 
(8 Week Period) 
700 Yj 1% 000 
19.09 10.18 Yyy 
17.21 17.62 : Uy 
Wh 
600 L 12,000 
A 
Upper Middle Lower Total Y 
$00 Gj 10,000 
Y 
400 YY 8,000 
349 typ 
335 TT, ($662 L), 
| Vf, 
YY, 5970 ; 
| 300 A , 6,000 
Z G 
| mil 4 , 4 
4061 ; 
200 Y, 4,000 
| j 
4 
| 100 2,000 
| 4 
| ’ - ia . 
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| BASIC LIVING STANDARDS 


consumed 


Chart B, showing consumption of canned vegetables, in pounds, for 920 families 
in 9 cities during an 8-week period, as well as the average number of pounds 


per family. 


doubtedly be severely 


Chart E, showing the distribution, by income levels, of leading national brands 
of canned vegetables in the homes studied. Note how each brand develops its 
own pattern of use, according to a 


standard levels. This pattern will un- 
isrupted under rationing. 


study was made are distributed from 
coast to coast and from the Cana- 
dian border to the extreme South, 
the picture resulting is representa- 
tive of the situation in cities of me- 
dium size and larger. The sample 
was distributed in proportion to the 
various living standard levels so 
that in this respect also it presents 
a representative cross-section. 


Average Consumption Given 


Among the families which used 
canned vegetables, the average con- 
sumption per individual for the 
eight-week period of the study was 
4.8 pounds. The number of pounds 
used per individual varied only 
slightly among different types of 
families. These families are grouped 
as upper, middle, and lower levels; 
these levels being based upon their 
basic standard of living and with- 
out regard to current income. The 
variations in pounds used per indi- 
vidual by levels are shown in Chart 
A, with the average for the upper 
level being 4.7 pounds, for the mid- 
dle level 4.99, and for the lower 
level 4.77. 

However, the average of pounds 
used per family is highest in the 
lower level as there are more indi- 
viduals per family on the average. 
The pounds per family vary from 
17.21 in the upper level, to 17.82 in 


the middle, to 19.09 in the lower 
level. (Chart B.) This chart also 
shows total pounds used in relation 
to families, by levels and in totals. 

The number of cans or units con- 
sumed per family during this period 
varied just about in proportion to 
the poundage. It ranges from 15.4 
units in the upper level, to 16.67 in 
the lower level. (Chart C.) 


Slight Differences Shown 


The number of units per indi- 
vidual are very slightly lower in the 
lower level than in the upper, and 
both of those levels are somewhat 
lower than the middle level. The 
figures are: upper level 4.21 units, 
middle level 4.46, and lower level 
4.17. (Chart D.) 

The total quantity consumed 
shows a heavier balance for the 
lower level homes than for the 
other two levels. The upper level 
accounts for 25.7% of the using 
homes and 24.2% of the tonnage 
consumed. The middle level, with 
36.4% of using homes, consumed 
35.8% of the tonnage. The lower 
level, which accounted for 37.9% of 
the using homes, accounted for 40% 
of the total poundage. Because of 
the number of lower level homes 
and the larger number of persons 
on the average in the family, ration- 


ing then will allocate the supply in 
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close relation to these percentages. 
Since surplus money to buy the 
-_ of food desired becomes of less 
onsequence when rationing starts, 
sa figures have particular signifi- 
cance. They show clearly that per 


Average Units of Canned 
Vegetables Consumed Per Family 
(in Using Families) 

(@ Week Period) 
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16.93 


16.67 


16.07 


Chart C shows the consumption of canned 

vegetables per family over an 8-week pe- 

riod in terms of units, i.e., individual 
cans, rather than by poundage. 


capita and per family the consump- 
tion of canned vegetables shows no 
appreciable variation between the 
upper, middle and lower levels, ex- 
cept that the lower level offers a 
slightly larger market per family. 


Brand Pattern to Change 


Insefar as actual currency be- 
comes of less importance in the pur- 
chase of foodstuffs and our new 
“ration money” in the form of 
points and coupons is the sole meas- 
ure of possible purchase, it is clear 


Average Units of Canned 
Vegetables Consumed Per Person 
(in Using Families) 


(8 Week Period) 
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Chart D shows unit consumption of 

cenned vegetables per person, - sagpe 

that under non-rationing conditions eac 

person consumes slightly more than one- 
half can per week. 


UPPER 


MIDDLE 


LOWER 


TOTAL 


that the consumption pattern of 
canned vegetables will approach the 
scale indicated in the accompanying 
charts until such time after the war 
as there is again a free, full, and 
surplus supply of that commodity. 

Significant is Chart E, showing 
the brand flow as it existed in a 
free market with a reasonably ade- 
quate supply of goods. Variations 
in distribution of homes using the 
different brands point out the 
greater hold of some brands on one 
level or the other. (Different types 
of vegetables are, of course, also a 
factor here.) With a scarcity, where 
the total supply is less than two- 
thirds of the normal consumption, 
there will probably develop a 
changed pattern for many of these 
brands. 


Size of Cans 


\nother angle of what rationing 

going to mean in relation to 
canned vegetables is seen in the fact 
t the average individual con- 
sumption was slightly more than 2 
ts per month, with 70% of all 
units consumed being cans con- 
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taining from one pound to one 
pound - four ounces. Cans of one 
pound-four ounces, and smaller, ac- 
counted for around 85% of the total 
units used. The size group next in 
popularity were the ten-ounce to 
twelve-ounce sizes, which accounted 
for 11.2%, while the third was the 
one pound-twelve-ounce size, which 
accounted for 3.7% of the total 
units. In the use of these sizes 
there is no important variation be- 
tween the three levels. 

If rationing allows, as has been 
suggested and forecast, 24% cans per 
person per month of all canned or 
frozen foods, it is possible that the 
consumption will swing where pos- 
sible towards the larger cans inso- 
far as is possible within the limits 
of the total production released for 
general public use. 


ODT War Figures 
Form Basis of 
Alemite Campaign 


Chicago, Feb. 3.—Statistics com- 
piled by the Office of Defense 
Transportation, interpreted in terms 
of manpower for war production, 
supply the copy theme for a new 
series of advertisements launched 
last week by the Alemite division 
of Stewart-Warner Corporation. 

First of the series of full-page 
messages appeared in the Jan. 30 
issue of The Saturday Evening Post. 
Based on statistics that show 59,- 
000,000 war workers and transpor- 
tation facilities for only 12,000,000 
daily, the advertisements stress the 
fact that four of five Americans in 
war work depend entirely upon pri- 
vate vehicles to get them to their 
jobs. 

Three major objectives are in- 
cluded in the program: to emphasize 
the vital role of private transporta- 
tion in the war program; to tell the 
story of the automobile service man; 
and to act in an unofficial capacity 
as a spokesman for the ODT. Pre- 
vious Stewart-Warner copy during 
the past year has emphasized con- 
servation and maintenance of house- 
hold equipment, war bond pur- 
chases, and support of other war 
measures. 

MacFarland, Aveyard & Co., Chi- 
cago, is the agency. 


McBain Elected President 
of Marshall Field & Co. 


Hughston McBain, for the past 
two and one-half years first vice- 
president of Marshall Field & Co., 
Chicago, has been elected president, 
succeeding Frederick D. Corley, who 
has resigned. James L. Palmer, 
who has been with the retail store 
since 1936, has been named first 
vice-president. 

Mr. McBain, who started with 
the company 20 years ago as a bill 
adjuster, became general manager 
of the Merchandise Mart in 1932. 
In recent years he has been general 
manager of Marshall Field’s Chicago 
and suburban retail stores. 


Mackay Radio Announces 
New Telegraph Service 

Newspaper advertisements in 12 
dailies in New York, Boston, Wash- 
ington, Chicago, San Francisco and 
Los Angeles, where the company 
has sales representatives, announced 
a new direct radiotelegraph service 
between the United States and 
Great Britain operated by Mackay 
Radio & Telegraph Company. 

The service, effective Feb. 1, was 
arranged with Cable and Wireless, 
Ltd., of the British communication 
system in London, 


Tells Farmers’ Story 


Land O’ Lakes Creameries, Min- 
neapolis, recently sponsored a one- 
shot advertisement in newspapers 
throughout its territory housing its 
creameries and cheese factories, 
telling the public of the part farm- 
ers are playing in the war of pro- 


duction. Campbell-Mithun is the 
agency. 
Pepsodent Goes S. A. 


Covering all Latin American re- 
publics, the Pepsodent Company, 
Chicago, is releasing an extensive 
advertising campaign in dailies, 
weeklies and magazines. Export Atd- 
vertising Agency, Chicago, handles 
the account. 


If thousands of salesmen and 
dealers help find new markets for 
thousands of new products, the jobs 
for returning soldiers and former 
war workers will take care of them- 
selves, declared John E. Wiley, 
vice-president, Fuller & Smith & 
Ross, Inc., in addressing the New 
York Dotted Line Club last week. 
While that may sound easy, he cau- 
tioned that the catch is the word 
“new.” All business growth stems 
from constant improvement in prod- 
ucts and distribution, plus constant 
lowering of prices, he amplified. If 
advertisers think they can create 
good business by selling 1942 model 
lathes, pressure gauges, or other de- 
vices to industry that will be glutted 
with used machinery, obviously 
they will be disappointed. The only 
way to sell machine tools after the 
war, he warned, will be through 
improving them to the point that 
they force existing models into 
obsolescence. 


* * * 


The president of one large in- 
dustrial concern in the East is play- 
ing postwar planning both ways— 
up and down. Part of this is a file 
full of down-cycle budgets which 
have been made by department 
heads and which will fit most any 
reasonable contingency on the de- 
pression side. In the other direc- 
tion there are plans for x-million 
dollars and y-million dollars of new 
business. Thus, whatever the trend 
may be at the end of the war, a plan 
will be ready for it. 

This executive feels 


that the 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


greatest outside influence which will 
affect business after the war is gov- 
ernment. For that reason he is hav- 
ing economists study that phase of 
the situation to learn what govern- 
ment policies and theories will be 
uppermost when the war ends, 


bo * * 


Most postwar planners are erring 
in too quickly assuming that busi- 
ness will be resumed as usual after 
the war, asserts H. R. Mandel, presi- 
dent, Chelsea Management Corpora- 
tion, New York. If it is true, he 
says, that national overall planning 
and control of resources is more 
efficient and desirable in wartime, it 
is reasonable to continue to use 
those methods in peacetime. With 
this thought, Mr. Mandel suggests 
that real estate men should take 
into consideration these new factors 
before planning new real estate de- 
velopments. 

* ok * 


The public in general seems to 
have a feeling that the old world is 
passing and that conditions will be 
different after the war, but few have 
any idea of what these conditions 
will be. That appeared to be the 
consensus of librarians who met 
recently in Chicago at a National 
Institute of War and Postwar Issues 
of the American Library Associa- 
tion. 

oe ok ok 

New engineering procedures de- 
veloped during the war will make 
it necessary for graduate engineers 
to continue their training after the 
war, according to Dean Thorndike 


Saville of New York University Col- 
lege of Engineering. He suggests 
that the present engineering, sci- 
ence, and management war training 
program of the United States Office 
of Education might well be con- 
verted to an engineering, science, 
and management peace training 
program. 
*” * * 


The helicopter will be the skyship 
of the future, predicts C. L. Morris, 
Vought-Sikorsky Aircraft Corpora- 
tion. Mass production will bring 
these ships within the price of 
everyone after the war, he says, and 
their technical improvements will 
make them as easily manageable as 
any medium size automobile, 

* * * 

The postwar home will be built 
around the furnishings and at about 
two-thirds the cost of the modern 
residence, according to Donald L, 
Hadley, consulting designer of West- 
inghouse Electric & Mfg. Co. It will 
be possible, he says, to select a 
home in concrete, plywood, ply- 
metal, or enameled steel directly 
from the manufacturer or his dealer. 


California Admen Elect 

Ems McClung, South San Fran- 
cisco Enterprise, has been elected 
president of the California Adver- 
tising Managers Association, North- 
ern Unit. Other officers for 1943 
are: Robert Keely, Burlingame Ad- 
vance, vice-president, and Marshall 
Virello, Palo Alto Times, secretary- 
treasurer. 
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4 Changes in 18 
Months for Bruce 
Promotion Themes. 


Chicago, Feb. 5.—An interesting | aimed at private owners, but this, | 
commentary on the changes in mer- too, lost some of its effectiveness as | 


chandising strategy needed to keep 
abreast of fast-moving conditions 
was revealed today when E. L. 


Bruce Company, long noted for its} 
ready-to-use hardwood flooring, re- | 


vised its advertising theme and 
émphasis for the fourth time in 18 
months. 


Although copy for Bruce’s Stream- | 


line hardwood flooring is still ap- 
pearing in architectural and build- 
ing papers, the new 
scheduled for American Lumber- 
man, Mid-West Purchasing, 
chasing, Wood Products and a long 
list of sectional lumber publications, 
makes a direct bid for the produc- 
tion of wood products for war use. 

“Wanted,” says initial copy ap- 
pearing in February issues. “Quan- 
tity orders for war products made of 
wood!”: Illustrated are a headquar- 
ters field desk, instrument box, 
drainage culvert, ammunition box, 
tent pins and a boot locker, with the 
notation: 


Lists Facilities 


“Above are six of the hundreds 
of wartime wood products E. L. 
Bruce Company is fully equipped to 
manufacture on a low-cost, quantity 
basis. We are specializing in nailed 
boxes and solid or glued-up wood 
parts. Our company has_ seven 
modern plants, complete woodwork- 
ing machinery, over 3,000 skilled 


workmen, broad experience and | 
fast, dependable service.” 

Before Pearl Harbor, Bruce, 
which maintains headquarters in 
Memphis, was advertising its 
Streamline hardwood flooring for 


new construction. In February of 
last year, when initial restrictions 
on construction appeared and gov- 
ernment war housing began to 
boom, emphasis was changed to 


campaign, | 


Pur- | 


|point out the advantages of the 
“defense | 
housing” and later in “war hous-| 
| ing.” 


ready-to-use flooring in 
Then, as this type of con- 
struction began to slow up, Bruce 
switched to a modernization theme 


additional restrictions were placed 
on remodeling. 

Ruthrauff & Ryan 
agency. 


is the Bruce 


of Circulation Figures 


Misrepresentation of circulation 
| figures was charged against Sommer 
Publishing Company, 
lishes the Niagara Daily Press, 
Tonawanda, N. Y., in a _ federal 
grand jury sealed indictment. The 
indictment, alleging that the mail 
was used “in furtherance of a 
scheme to defraud,” named as de- 


cers and a former advertising 
manager. 

The indictment alleges the mail- 
jing of “letters enclosing sworn 
statements or advertising rate cards 
falsely representing the paid circu- 
lation of the Niagara Daily Press, or 
its successor, the Daily Press of 
Tonawanda, to be of a size in excess 
of the actual circulation for the 
| purpose of inducing the victims and 
jothers to purchase’ advertising 
| Space.” 


| Johnson Advanced 


Clarence A. Johnson has _ suc- 
i\ceeded Roy J. Cook as advertising 
| manager of Syndicate Store Mer- 
|chandiser, New York. Mr. Cook, 
| vice-president, has been placed in 


charge of the film training division. | 


| Walter J. Bennett continues as sales 
| promotion manager and has as- 


|}sumed new duties as manager of the | 


|newly-created directory division. 


Mathes Promotes Brooks 

| Warren Brooks has been named a 
member of the account executive 
staff of J. M. Mathes, Inc., New 
| York. Mr. Brooks, previously pro- 
|duction manager, has been suc- 
ceeded by Charles Tomlinson. 


Charge Misrepresentation | 


which pub-| 


fendants the corporation, two offi- | 


the National 


sent to the nation a 


a New Year's Eve, 1942, 


Broadcasting Company 


program called—the 


“Round-Up of Editors.” « « « Editors and 


editorial writers o 


f nine outstanding 


American newspapers were chosen to 


Journal was one of 


sales influence ther 


“THE JOURNAL COVER 


« « « Between editorial 


throughout the South. 


Che Atlanta Journal 


speak to the people about the war and 


the peace to follow. « « « The Atlanta 


the nine newspapers 


John Paschall, its editor, the speaker. 


influence and 


e is a close kinship. 


The Journal has great editorial influence 


\ 


S OIXIE LIKE THE DEW" 


WSB—50,000 Watts 


Getting Personal 


Lincoln Deller, g.m. of KSFO, San Francisco, will keep that title 
during a leave of absence as chief of the radio division, Pacific 
bureau, OWI overseas branch... 

New business is in store for some jeweler, with Herb Chason, WHN’s 
adv. and s.p.m., shopping for a ring. The near-future bride is Phoebe 
Weinstein, of Harrison, N. Y.. . 

The Treasury has given its certificate of merit to Stanley Altschuler, 
foreign-language prog. dir. of WJBK, Detroit, in recognition of the 
station’s sale of $500,000 worth of war bonds in less than six months 
through its foreign-language programs. . . 

F. W. Benwell, former Vancouver, B. C., agency head, has been 
given the title of general supervisor of the salvage div., Greater 
Vancouver War Chest... 

Four stars in the flag of Kane Advertising, Bloomington, II, are 
Capt. A. P. Kane, genl. staff and command school, Ft. Leavenworth; 
Capt. A. W. Froelich, Camp Grant; Blair J. Puccio, with the Army 

air forces at Nashville; and John Hunt, with the air forces, but as yet 
| unassigned. . . 

The broad smile caught in the portrait of William R. Jeffers, which 


| COAST FRIENDS FETE VAN NORDEN 


Tony, head bartender at San Francisco's Palace Hotel, was on hand at the surprise 

farewell luncheon given by friends of Robert Van Norden, vice-president of 

Brisacher, Davis & Van Norden, who is going East to head the company's newly 
opened New York office. Mr. Van Norden is standing in the center. 


illustrates an article about him in a recent issue of Christian Science 
Monitor magazine section should dispel any unpleasant connotation 
regarding that title, czar. The portrait was painted by Robert Breck, 
of the Alley & Richards art dept... 

In a very short time, Constance McKenna, copywriter at Ruthrauff 
& Ryan, will become a clubmobile worker on some foreign field. She 
has joined the overseas unit of the American Red Cross. . . 


Bruce Ryan, youngest son of Frederick B. Ryan, head of Ruthrauff 
& Ryan, New York, has received his wings and commission as second 
lieutenant in the Army Air Corps, and has been assigned as pilot to 
the Flying Fortress advanced training school at Sebring, Fla. 

H,. J. Heinz Il, 34-year-old pres. of H. J. Heinz Co., has been chosen 
by the U. S. Junior Chamber of Commerce as one of the nation’s 10 
outstanding young men of 1942. He recently was named Pittsburgh’s 
‘Man of the Year.” ... 

There are a couple of things you probably didn’t know about Charles 

P. Tyler, either when he was with McCann-Erickson in Chicago or 
now that he’s campaign manager for salvage and conservation in 
Washington. One 
is that he writes 
pulp fiction, the 
second that he 
raises toy bulldogs 
as a hobby... 

Another yachts- 
man turned = sub 
chaser is John 
Roberson, who re- 
cently resigned 
from Campbell- 
Ewald Co., New 
York, to join the 
offshore anti-sub- 
marine fleet of the 

| Coast Guard. He 
reports that well- 
equipped sailing 
yachts in this serv- 


CELEBRATING PHELPS' BIRTHDAY 


ice have _ proved 
good for us and 
sad business for 


the enemy... 

Lt.-Col. John 
Bayne MacLean, 
founder and chmn. 
of MacLean Pub- 
lishing Co., Toronto, has received an honorary membership in the 
Toronto Board of Trade, of which he has been a member for 50 
years. .. 

Even though point rationing is imminent, it was rice and old shoes 
for Ruth Mathes and Ensign James Francis Gerrity 2nd, USNR, who 
were married Jan. 30 in St. Bartholomew’s Church. Ruth is the 
youngest daughter of James M. Mathes, New York agency prexy.. . 

Janet Dai Chenery, daughter of William L. Chenery, publisher of 
Collier’s, also tied the knot on Jan. 30 with Ensign French Hoge 
Conway, USNR. The wedding took place in Christ Episcopal Church, 
Pelham Manor, N. Y.. . 

Members of the Army air force radio school heard Lieut. Charles 
L. McClure, crew member of the seventh plane in the raid on Tokyo 
last April, tell how one of our bombers made a crash landing as the 
result of a foggy day. Lieut. McClure is the son a St. Louis 
advertising exec. . . 

A two-semester course on advertising copy is being conducted by 
William I. Orchard of BBDO, New York, at Columbia University. . . 

Genial Gene Corcoran, v.p. of the Branham Co., Chicago, is more 
genial than ever these days. Timothy Joseph Corcoran, third of a 
family now consisting of three boys, made his appearance Jan. 28 at 
Michael Reese Hospital. . . 

You can add Don Smith, a.m. of Wilson & Co., to the list of proud 
fathers with sons in the armed forces. Son Doug, 181%», enlisted in 
the Marines and reported at San Diego for training last week. . . 


Raymond Phelps, advertising manager of Clinton Carpet 

Co. (left), and Bob Morrison, of the Chicago advertising 

staff of Collier's, snapped at the party given recently by 
Mr. Morrison in honor of Mr. Phelps’ 44th birthday. 


of 


‘Mass Consume,’ 
Market’ Is New 


Descriptive Term 


New York, Feb. 3.—Don Nicho), 
business manager of Ahrens Py. 
lishing Company, which publishe, 
Hotel Management and Restairan; 
Management, believes that publica. 
tions serving large consumers of the 
institutional type, such as hote}s 
restaurants, hospitals, schools, club: 
'etc., should adopt the term : ‘ 
consumer market” to describe 
fields. 
| He referred to the use of this 
phrase in a news story in the Jan, |; 
issue of ADVERTISING AGE, desc bing 
the merchandising and advertising 
operations of John Sexton & Co, 
Chicago, the largest food distributoy 
serving institutional buyers, ang 
said that it had answered one of 
their problems. 

“For years,” he added, “we have 
been looking for a better name thay 
the word ‘institutional.’ Most re. 
cently we have been anxious to fing 
a more descriptive phrase, because 
with current emphasis on instity- 
tional advertising as the big manu- 
facturers use the term when talking 
about the advertising of their own 
institutions, it has completely con- 
fused our use of the phrase. 

“Henceforth we are going to refer 
to our field as the ‘mass consumer 
market.’ It is my feeling that if 
all publishers in the field used a 
similar phrase, it would be helpful 
in visualizing for advertisers the 
type of markets service publications 
of this character are actually cover- 
| ing.” 


Nass 
their 


Issues ‘Sun Digest’ 

| The New York Sun has issued a 
monthly digest containing a con- 
densation of columns, special fea- 
tures and war-front news. which 
appear in the Sun each month. The 
|new digest will be distributed to a 
selected list of advertising execu- 
tives, with general distribution a 
future possibility. 


Artwil Adds Barbizon 


Artwil Company, New York, has 
been appointed to direct advertising 
for Publishers Foundation, Inc., and 
Barbizon books. Newspapers and 
|Magazines will be used for Barbi- 
zon books. 


Lane to Franklin Bruck 
Edward Lane has joined the 
Franklin Bruck Advertising Cor- 
poration, New York, as copywrite! 
Mr. Lane was formerly a partner of 
Director & Lane, New York. 
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194) Ad Bill of | 
P&G in 3 Media 
Totals $14,000,000 


50 Leaders Account 
for $148,000,000 in 
Expenditures 


Chicago, Feb. 3—An analysis of 
the figures on 1942 advertising ex- 
penditures in magazines, farm 
papers and network radio which ap- 
peared in ADVERTISING AcE last 
week reveals that leaders in adver- 
tising volume last year were much 
the same as in 1941, according to 
Publishers’ Information Bureau rec- 
ords. The only notable exception 
was General Motors Corporation, 
which occupied third place in 1941 
and dropped to ninth last year. 

The leader in expenditures, as in 
the previous year, was Procter & 
Gamble Company, with a total for 
magazines, network radio and farm 
papers of $14,297,498, substantially 
above the $12,988,877 which earned 
it first place in last year’s tabula- 
tion. 

General Foods Second 

Second place, as last year, went 
to General Foods Corporation, with 
$10,291,919, compared with $9,885,- 
654 last year, and third place was 
garnered by Sterling Products with 
$8,806,047. Last year this company, 


spending $7,880,996, was in fourtli 
position. 

A total of 50 advertisers spent $1,- | 
000,000 or more in the three media | 
during 1942, based on gross time | 
and space costs, as figured by Pub- 


lishers’ Information Bureau. The 
remaining 47, with their 1942 ex- 
penditures, are as follows: 
Lever Bros. ... $8,132,018 
General Mills .. , 9,351,748 
Liggett & Myers....... 5,281,136 
R. d. Reymoigs........ », 279,161 
Colgate-Palmolive-Peet 5,258,253 
General Motors ..... . 5,030,58 
American Home Prod- 
ee be eke ard ha eed wae 4,543,397 
11 American Tobacco..... 4,383,289 
i2. Campbell Soup ...... 4,306,492 
l Bristol-Myers .... 3,855,177 
l4. General Electric..... 3,629,162 
15 Philip Morris ..... ~o» 3,015,136 
t Miles Laboratories..... 2,846,252 
Brown & Williamson... 2,801,801 
l Standard Brands....... 2,669,052 
] Coca-Cola ..... 2,613,066 
é -, Sere . 2,538,979 
2 Jergens-Woodburs 2,462,825 
22 fy!) je . 2,462,069 | 
National Dairy Prod- 
ucts err. e . 2,395,107 
oe i. i ee LSU7, 706 
Lambert Co, . 1,985,272 
Kellogg Co. ..... , 1,566,606 
2 Socony-Vacuum .. Lobuoot 
2s Frankfort Distilleries.. 1,564,137 
* Schenley . . 1,509,972 
BWirt & CO.sssce 1,507,183 
(joodyear .... .. 1,456,857 
Distillers Corp, -Sea- 
gt ean 1,409,714 
Pee “fied reeeae bes 1,388,237 
PO sideases eee 1,34 batter | 
National Distillers 1,309,224 
Lamont Corliss........ 1,303,432 
eer 1,275,974 
\ Westinghouse . 1,254,998 
3 PE odvone sa see wees 1,237,477 
4! a ae eee 1,192,685 
4 Quaker Oats..... oa ,143,990 
i Cal. Fruit Growers. 1,142,250 
4 Pepsodent ......e.- 1,135,524 
44 Corn ProductS......++. 1,110,175 
; lu Pont .. iene ; 1,101,498 
RB. F. Goodrich... 1,084,235 
4 Gospel Broadcasting... 1,064,936 
; Int. Cellucotton Prod- 
a heehee een 1,062,272 
Ee. R. Squibb 1,034,732 
Borden Co. 1,034,486 | 


hese “50 leaders” combined 
spent $147,867,793 of the $303,466 - 
134 which Publishers’ Information 
Bureau reported as the gross total 
me and space sold in magazines, 


HO ADVERTISED WHAT 


IN THE LAST WAR? 


® \‘any mamufacturers and their advertis- 
Ing agencies are trying to remember what 
the competition did 25 years ago. 

w much simpler it would be if every 
or 


of these manufacturers had a clipping 
boo: for the war years that showed all edi- 
'or=) publicity and competitive advertising. 
® can help you build such a permanent 


low cost. 
Just ask for Booklet No. 20. 


N'S CLIPPING BUREAU 


FARM 
PAPERS 


GENERAL 
MAGAZINES 


ns 


2) 4. LASALLE ST., CHICAGO, ILLINOIS 


national farm papers and network | 
radio during 1942. Forty-six of the | 
50 used national magazines in sub- | 
stantial amounts, their expenditures 
in this medium totaling $60,561,372. | 


Thirty-eight used network radio, 
spending $83,688,817 on this me- 
dium, and 20 used _§ substantial 


amounts of national farm paper 
space, spending a total of $3,617,604 
in this way. 


Big Percentage of Total 


Magazine revenue for the year 
1942 was put at $167,457,883, so the 
46 magazine users in the above list 
accounted for approximately 36% of 
the expenditures in this field. Net- 
work radio revenue was placed at 
$104,120,556, and the 38 advertisers 
listed here therefore accounted for a 


substantially larger part of this 
total—approximately 80%. The 20 
advertisers in farm papers ac- 


counted for about 35% of the total 
1942 revenue of national farm pub- 
lications, which amounted to $10,- 
290,259. 

Individual records for 1942, with 
comparative figures for the preced- 
ing three years, covering all adver- 
iisers spending $100,000 or more in 
national magazines or on radio net- 
works, plus the 50 largest advertis- 
ers in the farm press, were pre- 
sented in the Feb. 1 issue of Ap- 
VERTISING AGE. 


ADVERTISING AGE 


Admen in the 
Armed Forces 


The march of the Arbogusts to 
war continues, with Wilson Arbo- 
gust the latest to join the ranks. 
Mr. Arbogust, copywriter and ac- 
count executive with Oren Arbo- 
gust, Advertising, Chicago, for the 
past six years, has joined the Army 
engineers in Alaska. His brother, 
Capt. Harold Oren Arbogust, is with 
the Army air forces; another brother, 
George, is a Navy air pilot; and a 
third brother, Robert, is an enlisted 
aviation cadet. A sister, Jane, is a 
2nd officer with the Waac. 

James R. Ferguson, former 
count executive with Knollin Ad- 
vertising Agency, San Francisco, 
has been commissioned lieutenant 
in the Army field artillery and is 
stationed at Camp Roberts. 

Corp. Sidney W. Dean Jr., former 
vice-president and account execu- 
tive of J. Walter Thompson Com- 
pany, New York, has qualified for 
the Army air forces officers’ candi- 
date school and will report to Miami 
Beach, Fla., for instruction. 

Stanley R. Bateman, manager 
and vice-president in charge of 
advertising and merchandising of 
Burkhardt Bros., Cincinnati, has 


ac- 


been commissioned a captain in the 
Army and has reported for duty 
with the special service division, 
service of supplies. 

Hugh D. Smith, assistant to Har- 
old R. Deal, advertising and sales 
promotion manager of Tide Water 
Associated Oil Company, San Fran- 
cisco, has been commissioned as an 
ensign and has left for the training 
center at Tucson, Ariz. He edited 
he company’s “Football News” and 


more recently was in charge of 
sroduction. 
Lt. Wheaton H. Brewer, adver- 


tising director, Pacific Rural Press, 
departed for Camp Callum Jan. 26 
to join the Army anti-aircraft divi- 
sion. 

Joseph Kroeger, formerly 
the advertising department of Kro- 
zer Grocery & Baking Company, 
Cincinnati, has been commissioned 
a lieutenant 
corps and has been sent to Lath- 
rop, Cal. 

Evelyn Pilling, former copywriter 
with Botsford, Constantine and 
Gardner, San Francisco, has joined 
the Waves for training as an officer 
candidate. 


Names Headley-Reed 

Station WAGA, Atlanta, Ga., 
Blue affiliate, has appointed Head- 
ley-Reed Company, New York, as 
national representative. 


with | 


in the transportation | 


al 


‘Dickie Leaves 
Dickie-Raymond 

Logan R. Dickie, co-founder with 
|Leonard J. Raymond of Dickie- 
| Raymond, Inc., Boston, has disposed 
‘of his interest in the company to 
|Mr. Raymond and retired as treas- 
jurer. Mr. Dickie will devote his 
time to his dairy business and to 
|his work in the Massachusetts state 
legislature to which he was recently 
elected. 

For the present Mr. Raymond will 
|}act as treasurer while continuing as 
|president. Alexander Lutz has been 
lelected assistant treasurer. Irving 
|T. Johnson, who has been with the 
company for 14 years, will be busi- 
ness manager of Dickie-Raymond 
'and its affiliates, D-R Mailing Serv- 
ice, D-R Special List Bureau and 
General Research Bureau. 


Joins L. H. Hartman 

H. Sumner Sternberg has joined 
|L. H. Hartman Company, New York, 
jas merchandising director and ac- 
count executive on the L’Orle cos- 
|metic account. 


EMPLOYEE 
IDENTIFICATION BADGES 
RENT IDENTIFICATION 


TRANSPA 
CARD CASES 

Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO, 


rd for the years to come, at a remark- | 


Levelcoat 


PRINTING PAPERS 


cost 


Mul 


| 
| 
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“Trade Mark 


Companion te Trvfect at 


For volume printing af 


t ifect 
price 


NEW YORK: 122 E. 42nd St. 


An outstanding example of effective 
wartime advertising is seen in the “Meat 
Educational Program’’, which is spon- 
sored by the American Meat Institute 
and is appearing in national magazines 
and newspapers. This campaign is typ- 
ical of the new “‘duration advertising” 
now employed by many advertisers to 
maintain their business identities and 
at the same time aid the war effort. 
This and similar advertising merits 
approbation because it makes impor- 
tant contributions to the building and 
sustaining of civilian morale by inform- 


ing our people 


NEENAH, WISCONSIN 
* CHICAGO: 8 S. Michigan Ave. * 


on the reasons why 


cooperation and personal sacrifices are 
required in order to carry on this war. 

Through the Office of War Informa- 
tion—Bureau of Campaigns—Washing- 
ton, D. C., advertisers may obtain 
suggestions on how they may coop- 
erate with Government-sponsored 
educational campaigns. 

Whether your advertising consists of 
distribution of only a few thousand 
booklets and folders or is a magazine 
and newspaper campaign, your Gov- 
ernment will welcome 


its assistance. 


KIMBERLY-CLARK CORPORATION 


Manufacturers of Printing Papers Since 1872 


LOS ANGELES: $10 W. 6th St. 
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ADVERTISING AGE ee. 1943 


Bethlehem Steel 
Copy Hits High 
Mark in Study 


Readership of Both 
News, War-Slanted 
Ads on Increase 


New York, Feb. 4.—High reader- 
ship for war-slanted advertisements 
and increasing reading of news- 
paper columns are two conclusions 
drawn in the latest two reports of 
“The Continuing Study of News- 
paper Reading.” These _ reports 
review for the first time the reader- 
ship of papers surveyed early in the 
history of the Advertising Research 
Foundation’s studies, thus permit- 
ting a comparison between 1940 
and 1942, 

Papers surveyed for the second 
time are the Tribune, Johnstown, 
Pa. (No. 55), and the Providence 
Evening Bulletin (No. 54). Results 
of both surveys, compared with the 
surveys made on the same dailies 
in 1940, show that these two were 
better read when examined in °42 
than when inspected in ’40. 

Indicative of the rising interest in 
war headlines (at a time when our 


by the average man and woman in 
the 1942 Johnstown study was 
greater than the number in the 1940 
study. For the men the increase 
over 1940 was 79%, while the gain 
for the average woman was 50%. 

Even the well-read banner story 
on the Tunisian advance was topped 
by a story about two local boys, 
“Local Marine Killed and Second 
Wounded,” which appeared on the 
back page, attracting 83% of the 
men and 86% of the women. 

Tremendous reader interest was 
also displayed in a full page devoted 
to personal items about local men 
in the service with the standing 
head, “In the March to Victory,” 
which stopped 92% of the men and 
97% of the women. 


Highest National Ad 


Bethlehem Steel’s full-page ad- 
vertisement on Page 5 of the Nov. 
19 Tribune set a new Continuing 
Study record for national advertise- 
ments, stopping an audience of 69% 
of the men and 66% of the women. 
A new high mark of copy reader- 
ship by men, an “any copy” rating 
of 59%, was registered by the same 
advertisement. 

A close study of the reproduction 
of the ad in an adjoining column 
will reveal that picture and caption 
readership throughout was _ high, 
except for a box that announced the 
award of the Army-Navy “E” flag 
to Bethlehem and its employes, 
which stopped only 35% of the 


boys were going into action and 
when public morale was high) was 
the comparative reader interest in 
the Page 1 banner 
the Aug. 23, 1940, issue and the Nov. 
15, 1942, issue of the Johnstown 
Tribune. 


Attracts 74% of Men 


The story, “Allied Army Moves 
Against Tunisia,” attracted 74% of 
the men readers and 49% of the 
women, compared with 63% 
men and 33% 
the “Nazis Bomb London Suburbs” 
banner story in the issue studied in 
1940. 


headlines of | 


of the | 
of the women for) parallel those in the study of the 


The number of stories read | 


men and 18% of the women, less 
than a plain copy block elsewhere 
on the page. 

The foundation, while reporting 
the readership records set by the 


the fact that the advertisement 
appeared in a city in which the 


it contained information about em- 
| ployes. 

| General conclusions drawn from 
the Johnstown Tribune _— study 


Providence Bulletin. 
“Practically without 
illustration,” 


benefit of 
the foundation com- 


NOW 119,000 


POPULATION 


CORPUS CHRISTI MORE 
THAN DOUBLES ITSELF IN 
LESS THAN TWELVE YEARS 


. 


Preliminary estimates 
released Dec. 23, 1942, 
by the Department of 
Commerce bureau of 
census. 


Carrying the highest-rated programs of 
National Broadcasting, Blue and Mut- 
ual Networks along with those of the 
Lone Star Chain, KRIS gives Corpus 
Christi listeners entertainment conti- 
nuity equalled by few other stations in 
America. Little wonder, then, that 
KRIS rates a dominant 68.6% evening 


listenership against 10.59% for station 


B and only 7.1% for station C—ac- 


This Rich Market’s Only 
Major Station is KRIS! 


Represented Nationally by the Branham Company 


at 1360 Kilocycles 


CORPUS CHRISTI 
— - MUTUAL NETWORKS © 


| 


cording to the Hooper Station Listen- 


ing Index for Fall. 


Surely, Corpus Christi, now a city of 
well over 100,000 people who receive 
their incomes from oil, cotton, farm- 
ing, cattle raising and shipping, is a | 
market worthy of your best advertis- 
ing efforts. Now a full-fledged member 
of the N.B.C. Southwestern group of 
Stations, KRIS gives you a bonus in 
greatly increased population. 


ie 


"AND LONE STAR CHAIN 


| 


Bethlehem page, calls attention to | 


steel company has a plant, and that | 


<r, 


BETHLEHEM S STEEL’ L's WAR COPY SETS NEW READERSHIP RECORD 


ANY FOR PAGE 
Men 69 % 


~s women 66 % 
THE DAILY TRIBUNE—JOHNSTOWN, 


0Wt i —¥'to see that our armed forces get promptiy and in 


abundance the tools they need for the job.’ —E. G. Grace 


FIRST IN SHIPS AND HEAVY ORDNANCE 


Thursday Evening, November 19, | 942 


ANY COPY = 
“ 59% 
« 38.4 


G&> 


G&> 


as . Bactong up our armed forces with vital supples the war job. In October, for example, Bethiehem output 

picture 260,000 workers in Bethiehem Steel are maining scores = reached « new monthly hugh of 1,100,000 net tons of 
‘ of nee production records 

- 68 Ships to carry men aad supplies are obviously the 

_~ 66 most urgent need, and Bethiekem is turning out ships 


on the largest scale ever reached by any magie outfit in 
hustory ail aheed of schedule. 

In heavy ordnance, too, Bethiehem America's larg: 
ext producer Our furnace men and forge operators are 
tormang steel into armor plate for bettieshipa, gun forg- 


How « wer industry works, the story of War Produc- 
ings, projectiles, with @ seal and speed ominous for the van Commuttees, tales of the aa—the atmosphere of 
Wilheimstrasse 

An ever growing flood of steel is pouring out for the — issue of thé Berhiehem Review. 


WITS THE WAVES ~~ 


Lew than $ months after the old aurcraft carver Lenagron was lost m the Coral Sea bettie the new USS Lemngran wa lsunched 
at the Fore River, Mass, Yard of Bethichem Steet Company Hitting the water « year shead of schedule, she « femter, more 
powertul than her predecessor — Bethiebem » Shipbuilding Divimon w carrying out the largest combuned navel and merchant 
seohubding program ever underasen by e private orgamzstion, 


Wak SRSETENEN SOMENTNN ~The Production , wnite « 
C mmartees estabiuned ques of Donald M men tr 
Neuen Chsiesn of W.9.B. henrucn ¢ Uvoughout Ue 


Sree! ~genirenon @uaeing Ss WORKERS S47 UP & 2)-DAY BOGET Theme worker are 


THANKS TO THE AMERICAN PUBLIC AND THE PRESS Soren mea from the Mow 
Breet, the Prosdeaye and the farms of Amerce prevented @ cram @ steel produc 
hos ths wwter Sep continues te be needed beep Ht ofling 


BETHLEHEM STEEL 


Newspicture layout and war theme are combined in this full-page Bethlehem Steel Co. institutional advertisement in the 

Tribune, Johnstown, Pa., a plant city. This page stopped 69 ‘Jo of the men and 66°/, of the women interviewed, a new record 

for national advertisements, while a new high in male readership was established, with the “any copy” rating of 59°, by 
the Advertising Research Foundation's Continuing Study interview technique. 


ments, 


“the United States Rubber Bates Shoe, ‘No-Freeze’ Salzman Changes Setup; 


| Kendall Company, 


Company’s 1,722 line advertisement | @,- . 
}on the back page of the Nov. 12 Stipulate with FTC 


Bulletin stopped 44% of the men 
and 17% of the women.” (Repro- 
duced in ADVERTISING AGE, Nov. 23.) 

Readership of “any copy” for the 
U. S. Rubber ad was 35% for men 
and 12% for women. The _ box 
“Here is the New ‘U. S.’ War-Qual- 
ity Tire” in the lower left corner 
was read by 33% of the men and 


|11% of the women. 


More of an attention-getter, but 
not as well read, was a 1,422-line 
Philco advertisement in the same 
issue, picturing Army and Navy “E” 
|flags waving from four Philco 
plants. This insertion stopped 44% 
of the men and 34% of the women, 
| but only 19% of the men and 7% 
‘of the women read any copy. 

All of the 10 best-read stories in 
this issue of the Bulletin were about 
war or closely allied with the war. 

Top two advertisements in the 
Oct. 8 issue of the Herald-Journal, 
Syracuse, N. Y.—both record break- 
ers—also had war slants. (ADVER- 
TISING AGE, Nov. 30.) 

The Advertising Research Foun- 
dation conducts the continuing 
studies under an administrative 
committee appointed by the Asso- 


|ciation of National Advertisers and 


the American Association of Adver- 
tising Agencies. 


| Bauer & Black Makes 


Executive Changes 


Bauer & Black, division of The 
Chicago, has an- 
nounced two executive changes. 
H. B. (Herb) Crow, vice-president, 
who started with Bauer & Black in 
1921 and was appointed sales man- 


j}ager in 1932, has been named mer- 


chandising executive in charge of 
drug-surgical dressings. 

E. H. Brown, who has been Mr. 
Crow’s assistant on field sales per- 
sonnel, succeeds him as sales man- 
ager. 


Bates Shoe Company, Webster, 
Mass., has stipulated with the Fed- 
eral Trade Commission to cease 
using the words “custom made” or 
“bench made” for machine-manu- 
factured shoes, and to discontinue | 
the use of words such as “Lloyds, 
Ltd.,’ or “British brogue,” which 
convey to purchasers that the prod- | 
uct is of British origin. 

Great Northern Chemical Com- 
pany, Oak Park, Ill, has agreed to 
stop advertising No-Freeze as harm- 
less to rubber hose and that the 
anti-freeze will not accelerate de- 
terioration of rubber products with 
which it comes in contact. The 
company also will no longer repre- 
sent that the anti-freeze protects 
against overheating in summer 
weather, or other representations 
conveying the belief that use of the 
product will guard against over- 
heating of engines in mild weather. 


Whiteside | Heads Group 


Percy M. Whiteside, editor and | 
business manager, Tulare Advance- | 
Register and Times, has been elected | 
president of the California News- | 
paper Publishers’ Association. Other 
officers include: Stanley Larson, 
Claremont Courier, first vice-presi- 
dent, and Jake D. Funk, Santa Mon- 
ica Outlook, secretary-treasurer. 


Two Name Riordan | 


Emby Products Company, photo- | 
graphic equipment, Los Angeles, 
and Hockaday Aircraft Corporation, 
Glendale, Cal., have appointed John 
H. Riordan Company, Los Angeles, 
to direct advertising. 


Adds Food Account 


H. A. Salzman, Inc., New York, 
has changed its setup from a cor- 
porate to a partnership basis and 
henceforth will be known as Hal A. 
Salzman Associates. No changes in 
personnel are contemplated, with 


| the principles, who have been stock- 
|holders, now becoming partners. 


The agency has been appointed to 
handle advertising and publicity cf 
Elway Food Products Corporation, 
New York. 


Swigart Holds Display 
Annual reports and Army-Navy 
“E” award booklets from all sec- 
tions of the country have been 
placed on display in the “Gallery 
of Printed Ideas” sponsored by Swi- 
gart Paper Company, Chicago. Sup- 
plementing the exhibit are printed 


specimens showing wartime treat- 


| mons of booklets, 
tations and folders 


letterheads, invi- 
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Bakers Open New 
Copy Barrage in 
Competitive Bid 


All-Out Drives 
Precipitated by 
Consignment Ban 


New York, Feb. 3.— Faced with 
disruption of their normal] distribu- 
tion because of Secretary Wickard’s 
Food Order No. 1 banning consign- 
ment sales of bread, leading bakers 
have opened an all-out competitive 
advertising barrage, using large 
newspaper space with great fre- 
quency. 

The food administrator’s order 
prohibits baking companies from 
selling, consigning, delivering, or 
otherwise distributing for sale any 
bakery products with an agreement 
to “accept, return, resume, possess, 
or give refund, credit, exchange, or 
allowance in connection therewith.” 

Most of the bakers have trained 
their big guns on the “easy to slice” 
theme precipitated by the War Pro- 
duction Board’s recent edict banning 
pre-sliced bread. Several bakeries 


here interpreted the order as a 
“strike” when bread sales sky- 
rocketed 15% after the limitation | 
was imposed. 
| 

Easy Slicing Theme 
General Baking Company un-| 


leashed large-space advertisements | 
in every available newspaper in the | 
metropolitan area to press the open- 
ing drive for Bond bread, and is 
currently using nine dailies in the) 
city in addition to several papers | 
throughout the New England area. 
Car cards and spot radio announce- | 
ments are supplementing the cam-| 
paign. Newell - Emmett Company | 
handles the account. 


| 


BALTIMORE'S BLUE 
NETWORK | 
_ OUTLET 


| there’s 
| bread . 


| was 
| bread lost freshness and flavor more 


AMATEURS WIN WGAR CONTEST 


To bring home to the program staff the importance of the sales department, John 
F. Patt, general manager of WGAR, Cleveland, launched a unique sales contest 


between the station's program and sales 


departments. The programmers won the 


race and here, represented by Carl George, director of operations, receive the 


trophy from Harry Camp, sales manager, 


while Mr. Patt, standing between them, 


smiles approval. 


Featuring the slicing angle, open- 
ing Bond copy declares, “Slice Test 
Wins Thousands to Bond,” and, ac- 
companied by comparative illustra- 
tions, advises housewives to cut a 
loaf of Bond bread and see how 
easily it slices, either thick or thin 
—how clean and even the slices fall 
away from the knife. “That’s be- 
cause Bond is closer-knit, fuller 
bodied, filled with more real bread 
goodness,” it adds. 

Text goes on to herald Bond as 
_ the slice-test winner because “in- 
| side that tempting Bond crust, 
more honest - to - goodness 
. . the flavorful, delicious 
kind that’s full of vitamins and 
extra nourishment.” 

Ward Baking Company has 
entered the battle featuring the 

“War of Nerves” theme for Tip-Top 
bread. Copy here also contains the 

“slices easier” and “stays fresh 
longer” themes. Insertions are run- 
ning in newspapers and _ business 
papers, and the company’s various 
radio programs are stressing this 
slant consistently. J. Walter Thomp- 
son Company is the agency. 

The Gordon Baking Company 
Detroit, maker of Silvercup, is using 
large-space advertisements in out- 


| of-town papers to corner its share 
lof the highly competitive market. 
| Copy beats 


down bakery - sliced 
bread by saying its only advantage 
convenience, that pre-sliced 


quickly, and it was often too thick 
for some purposes and too thin for 
others. Advertising is placed direct. 


“Enriched” Plug Kept 


Exploiting this new copy theme, 
Gordon still has not discarded the 
old standby “enriched with vita- 
mins and minerals, plus country- 
fresh milk,’”” but combined it with 
“Silvercup for flavor, fragrance, 
freshness, and ease-of-slicing.” 

“Sorry, No More Sliced Bread,” 
has supplemented advertising of 


H. Roeder, Gen. Manager 


National Representatives: = 
SPOT SALES, INC. : 
York - Chicago - San Francisco 


Hathaway Bakeries, Cambridge 
|maker of Life bread. Copy has tied 


|in an announcement detailing the | 
| “No |} 
ne on Enriched Life Bread.” | 


slicing ban with the headline, 


Text declares that the 
| Life bread were among the first to 
|slice bread for the “extra conveni-| 
j}ence of customers,” and are trying | 
to speed up the day when they can} 
lagain slice Life. Instructions are 
|set forth outlining the best way to| 
‘ bread at home. 


adits Manpower Is 
Theme of Campaign 


Using national publications on a 


the National 
Motor Bus Operators, 
| Washington, D. C., has scheduled 
la series of advertisements calling 
public attention to the essential na- 
ture of the bus lines’ wartime job, 
including the movement of man- 
power to war plant areas and selec- 
tive service transportation. 

Beaumont & Hohman handles the 
account. 


Dailies Boost Prices 

Effective Feb. 1, Detroit’s three 
daily newspapers, the Free Press, 
News and Times, have raised their 
prices to four cents per copy, with 
Sunday papers now 12 cents. 


monthly basis, 
ciation of 


Asso- 


*|always were. 


Hickory Garments 
Wearable as Ever, 
New Copy Pledges 


(Picture on Page 35) 


Chicago, Feb. 4.—To counteract 
adverse publicity about rubber-re- 
stricted garments, A. Stein & Co. 
will tell its junior audience this 
spring in Hickory foundation adver- 


‘Daily News’ Gives 
Magazine Data 
in Market Book 


New York, Feb. 2.—The New 
York News, faced with the unique 
problem of selling its Sunday circu- 
lation in competition with both 
metropolitan newspapers and na- 
tional magazines, has published per- 
tinent local, metropolitan and na-| 
tional market statistics in a new 
90-page manual, “Sunday News, | 
va 


|in New York and suburbs the book 
presents in adjacent columns popu- 
lation, food, and drug sales, and 
daily and Sunday circulation figures 
for the Herald Tribune, Journal- 
American, Mirror, News, Post, Sun, 
Times and World-Telegram. 
Nationwide county statistics are 
provided for population, families, 
and number of stores and retail 
sales in the food, drug, apparel and 
furniture-household-radio groups. 


County Figures Added 


Nationwide county circulation fig- 
ures are also included for American 
Magazine, Collier’s, Cosmopolitan, 
Good Housekeeping, Ladies’ Home 
Journal, Life, Look, McCall’s, The 
Saturday Evening Post, Woman's 


Neighborhood - by - neighborhood | 


Home Companion, and all Sunday 
|New York newspapers. 

Business paper publishers, editors, 
and advertising managers viewed a 
|sound-illustration preview of “Sun- 
|day News, U. S. A.” in New York 
last weekend. Advertisers and 
agency executives will attend group 
showings in New Yerk, Chicago, 
and San Francisco in coming weeks. 


| 
Changes Trim Size 


| Effective with the March, 1943, 
issue, trim size of Western Construc- 
tion News and Western Industry, 
published by King Publications, San 
Francisco, will be changed to 8% 
by 11% inches. 


Chevrolet Adds Plant 


Chevrolet Motor Division, Detroit, 
has completed negotiations for 
acquisition of the American Steel & 
Wire Company plant in Andersoa, 
Ind., where it will manufacture 
aluminum forgings for aircraft en- 
gines. The property was purchased 
by the Defense Plant Corporation. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


131 S. Dearborn St. Wabash 8655 


tising that there’s a bright side to 
the picture after all. 

Promotion is keyed to the junior | 
market and features the “you'll be! 
surprised” theme. Headlines in) 
magazine and newspaper copy will | 
tell America’s young women that | 
“Sure, I had silly notions, too,” “My | 
eyes were opened wide,” and “Don’t | 
you believe it that figures don’t lie.” | 

Typical copy declares: “When | 
there was so much talk of whale-| 
bones and laces coming back, | 
weren't you ready to shy away from | 
the new foundations, too? But you) 
know, I mighty soon found out that 
Hickory garments were just as) 
wearable and comfortable as they | 
Sure, they’re made 
with less elastic, but they must have 
put in more of something else that 
works even better to control those | 
bothersome bumps and bulges.” 


Use Same Illustrations 


Illustrations follow the 
which 
attention-getter in Hickory history. 


They embody the “average Ameri-| 


photographic material and fashion | 
drawings. 
current copy pattern for Perma-Lift 
brassiere advertising, impressing the 
slogan, “The lift that never lets you 
down,” on consumer and retailer 
alike. 


bakers of | 


Magazine schedules for the spring 
| Bazaar, Life, Mademoiselle, 


and Vogue, 
tising in 30 markets also is planned. 


|A new tripod display for retailers 
features a full-color reproduction of 
one of the illustrations used in 


magazine and newspaper copy. 


Bristol-Myers Advances 
Joseph Allen 


Joseph M. Allen, advertising man- 
ager of Bristol-Myers Company, 
was advanced to the post of assist- 
ant vice-president at the annual 
meeting of the board of directors, 
| Feb. 3. 

Joining Bristol-Myers in 1927 
after a short period as sales promo- 
tion manager of the Curtis Publish- 
ing Company’s Home Pattern Com- 
pany, Mr. Allen became in turn 
personnel director, assistant to Lee 
H. Bristol, then advertising man- 
ager, and radio director. Since 1934 
he has directed advertising for Sal 
Hepatica, Vitalis, and Minit-Rub. 


Rowan, Movers Join WPB 


| James A. Rowan, formerly news 
and markets editor of Iron Age, and 
Carl W. Meyers, formerly with Re- 
public Steel Corporation, Massilon, 
O., have been appointed special 
assistants to the director of the WPB 
steel division. 


=o pace 


|can woman’s ideal,” avoiding both | 


Stein also is retaining its | 


campaign include Charm, Harper's | 
Movie- | 
»| Radio Guide, Screen Guide, Stardom | 
and newspaper adver- | 


as pocketbooks. 


style | 
has proved to be the best| 


remember this fact: 


Advertisers seeking 
to sell audiences measured 


in terms of millions should 


These 


millions are led by the few— 
who have intelligence as well 


as appetites, power as well 


== Reach the leaders first! 


Harpers Magazine 


contracting for 


NEW YORK 


SCHENLEY 


LEADERS IN AMERICAN INDU: 
Space 
of Opinion-Makers” 


Leads Opinion 


STRY 
** Market 


include : 


in this 


for 1943 


AMERICAN TELEPHONE & TELEGRAPH CO. 
BANK OF NEW YORK 
BANKERS TRUST COMPANY 
BOEING AIRCRAFT COMPANY 
BUICK MOTOR DIVISION, GENERAL MOTORS 
CALVERT DISTILLERS CORP. 
ELECTRO-MOTIVE DIVISION, GENERAL MOTORS 
GENERAL ELECTRIC COMPANY 
THE B. F. GOODRICH COMPANY 
HUDSON PRODUCTS 
INTERNATIONAL BUSINESS MACHINE CORP. 
MATSON NAVIGATION COMPANY 
NATIONAL DAIRY PRODUCTS CORP. 
NATIONAL DISTILLERS PRODUCTS CORP. 


TRUST COMPANY 


PRUDENTIAL INSURANCE COMPANY OF AMERICA 


DISTILLERS CORP. 


UNDERWOOD ELLIOTT FISHER CO. 
UNION CARBIDE & CARBON CORP. 
WESTINGHOUSE ELECTRIC & MFG. CO. 
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February 8, 194; 


Back to 15c Price 


New York, Feb. 5.—True Story 
today announced that its newsstand | 
price would go back to 15 cents) 
effective with the May, 1943, issue. | 
The publication reduced its price to | 
10 cents with the February, 1942, | 
issue. Previously it had been 15) 
cents since 1932, after having been 
launched as a 25-cent magazine. 

The move was announced as the 
climax of “13 months of sensational 
circulation gains—reaching an all- 
time high in True Story’s 2,500,000 
February issue.” 

“True Story in the past 13 months | 
has achieved a newsstand gain of | 
more than 1,000,000 copies—one of | 
the five such gains in magazine 
publishing history,” the publica- 
tion’s announcement said. The “five 
such gains” were given as “True 
Story (twice); Life; Reader’s Digest, 
and Look.” 

“Now, under rationing of paper, 
it has become necessary to halt 
these gains. It has further been 
determined to return True Story to 
its premium price with a view to 
directing its sales toward those who 
want it most. 

“True Storys current guarantee 
of 2,000,000 copies per issue will be 
maintained so long as paper restric- 
tions permit.” 


‘True Story’ Goes | 


Bradford Papers Sold 


The Era and Star and Record, | 
Bradford, Pa., which have been op- | 
erated by a board of trustees, have | 
been sold to Bradford Publishers, | 
Inc., which announced that identity 


Ask House Inquiry 
on Grade Labeling, 
Standardization 


(Continued from Page 1) 


Patman, who has said: “I do not 
approve of a policy that would 
obliterate trade names of standard 
goods whose reputations have been 
built up over many years and which 
constitute valuable business assets.” 


Includes Four Grades 

OPA’s grade labeling plan, as 
exemplified in the grapefruit juice 
order issued last week, would pro- 
vide for four grades, A, B, C and 
sub-standard. In the case of grape- 
fruit juice, and in most other packs, 
the armed services will take most 
of the B classification and some of 
the A. Under this condition, proc- 
essors say, grade labeling is less 
necessary, because of the obvious 
difficulty of upgrading class C foods 
into class A. 

In his resolution, Rep. Halleck 
urged that OPA take advantage of 
the experience of the Food and 
Drug Administration and said the 
investigation, if and when it has 
House approval, will seek to dis- 
cover the amount of attention paid 
by OPA to FDA’s experience. 

Disregarding the report of Joseph 
L. Weiner, director of the WPB} 
Office of Civilian Supply, to Donald | 
M. Nelson, in which Mr. Weiner | 
said that the 1943 level of civilian | 


ADVERTISING AGE 


‘BIG AGGIE’ 


IN PERSON 


“Big Aggie", the buxom lady who appears in WNAX ads, almost comes to life 
in this doll, which was made by the wife of Harold Storm, WNAX promotion man- 


ager, and presented to Phil Hoffman, 
introduces Aggie to the men who create 


Allen, heads of Allen & 


station manager. Mr. Hoffman, center, 
d her: Milton H. Reynolds, left, and Earl 
Reynolds, Omaha agency. 


Consumer Co-ops 
Finally on Air; 
Offer ‘How’ Booklet 


New York, Feb. 3.—Problems and 
opportunities of the postwar world 
will be dramatized in “Here Is To- 
morrow,” first national spot radio 
campaign of the Cooperative League 
of the U. S. A., scheduled to bow 
over 30'stations beginning Feb. 14. 


Early programs in the series, ac- | 


cording to Atherton & Currier, the 
co-op’s agency, will focus attention 


‘Time’ Publisher 
Tells of Postwar 
News Department 


| 

— economy would have to be main- " : 

of the two dailies would be retained, | : sn: on postwar problems in food, cloth- 
with the Era continuing publication | ‘@!ned at the $56 billion mark, Rep.’ ing, shelter, medical care, employ- 


New York, Feb. 3.—Time today 
jovmmertgg 20 a new editorial depart- 
|ment, “Background for Peace,” sim- 
\ilar in purpose to the “Background 
for War” articles inaugurated five 
months before the outbreak of hos- 
| tilities in September, 1939. 

Perry I. Prentice, publisher, re- 
|vealed that a special staff of an 
editor, two writers, and four re- 
searchers has been working on de- 
velopment of the department since 


Commerce Analyst 


as a morning paper and the Star as Halleck claims that no minimuro | ment, education, culture, new indus-| Nov. 1. Three sample sections have 
an evening paper. civilian requirement has as yet bee. | tries’ and new agriculture. been written, edited, printed, and 
Lester R. Edwards is president of |Setermined. | Scheduled guest speakers to vel easteted privately on a test basis. 
the new publishing organization and | In the meantime, OPA requested spotlighted in the dramatic pro-|Several thousand subscribers and 
Henry R. Satterwhite is vice-presi- | all wholesalers of canned and bot-| spams include Frank Lloyd Wright, | several hundred executives, govern- 
dent and general manager. W. E£. | tled fruits and vegetables to report| architect: former Sen. George W.| ment officials, and others engaged 
perma business manager of the | their inventories and movements of Norris, one of the foremost ex- | in postwar planning received the 
mee. been named advertising | stock. This information will be| ,onents of the consumer cooperative | third trial column. 
_ used in working out allocations and | form of marketing; Sen. George D. | “The entire project is the out- 
| distribution under the rationing pro- | Aiken of Vermont; and Charles| growth of the Time, Life and For- 
FIRST in | gram. According to OPA more than | Riot, director of the National Re-|tune postwar department—a group 


95% of the wholesalers are now |. : , seae | , ‘ ser ioe : 
. be sources Planning Board, postwar|of students and specialists who, for 
O ut d oor Fi e l d filing these reports. | planning unit of the executive office|more than a year now, have been 


MUNTING & Fvenung Seren of the President. ; | preparing memoranda on postwar 

HUNTING crammed full of hunting, Paul Wilson Heads Commercial announcements will | problems for the use of the editors, 
and 
FISHING 
SJ ‘ ’ 


— he se’ |Rambeau Office 'explain the policies and operations) Mr. Prentice told ApvEeRTISING AGE. 
tures invaluable infor- | ‘ = ativac So 7 66 ‘ar ic ar 
mation about guns, ‘fish | Paul S, Wilson has been appointed |°f Consumer cooperatives. Listen The work of this department 


Me gee, Fume law | manager of the New York office of | €TS Will be offered a 32-page book- | first reached publication through a 


a _ and hunt countless | the William G. Rambeau Company, let, “Here Is Tomorrow,” which | series of Fortune supplements, of 
‘fun to your days ateld | radio station representative. details the fundamental differences | which three have already appeared 

Special Trial Offer For the past year and a half Mr.| between the cooperative and the|-—‘Relations with Britain,’ ‘Pacific 

Send 25¢ in stamps or | Wilson has been New York manager | profit system in distribution, and| Relations,’ and ‘Domestic Econ- 


coin and we will send 


you Hunting & Fishing |Of Radio Advertising Corporation | urges listeners to band together to|omy.’” 
for six months. jane prior to that was with Radio| form their own consumer coopera- —_——- 
HUNTING & FISHING Sales division of CBS, NBC, WBBM, tives. : irm 

MAGAZINE, 223 Sportsman's Bldg, Boston, Massachusetts | and the United Press. | Varying dramatic techniques will Chicago Fi Promotes 


|be employed. The first program Novel Scrap Program 
will dramatize the problems of a|. With large-space advertisements 
soldier mustered out of the Army m te Chicago Journal of Com- 
ee ier ‘sian merce, to appear once or twice a 
: ; pay Dale ss> a month, the James Flett Organiza- 
T y 0 R 0 r G y LY T R A N E D \ The program's first broadcast has| tion, scrap sales agent, has started 
DEALE R-CONSU M ER PSYCHOLOGY. gram commercials to the Senate, the |them how to increase scrap profits 
press, and the code committee of the and at the same time increase the 
National Association of Broadcast-|f0w of needed materials to war 
Bag ; | ers. An acceptable policy regarding | asengeed Pie Bb ry Rie pl 
la waétesa « . = ee \« s one SIS, O - 
CARDBOARD INGENUITY AND GER aie setae hearths 


been delayed more than four months | a campaign to speed waste materials 
|Boston and Cleveland. Wendell P. 


while the Cooperative League has/|into war production. 

carried its controversy with NBC Companies are offered a booklet, 
and CBS over acceptability of pro-|“More Money for Scrap,” telling 
cember in a meeting between the | Coulton Company, Boston, is the 
league’s officials and the NAB code | agency. 

committee. 


—e Piel Advances Muessen 
Boone Shifts Piel 


Bros., Brooklyn, N._ Y., 
s brewer, has appointed Henry J. 
ee T 0 P R 0 D U C E 1) | S P L A Y S Branch Managers Muessen, formerly general sales 


Earl F. Glenn, Chicago manager|manager, as_ vice-president, suc- 
‘for the Rodney E. Boone Organiza-|ceeding Bruce Berckmans. L. F. 
|tion, has been transferred to the |Almy has been named general sales 
corresponding post in Philadelphia. | manager and H. F. Skidmore metro- 
J. N. Morency, of the Chicago staff,| politan sales manager. 


LOADED WITH SELLING POWER 


—— 


Warns of Danger 
in Postwar Boom 


(Continued from Page 1) 


consumers durable goods, back 
by an overflowing reservoir ot 
sumer purchasing power.” 
Revealing market estimates by 5 
Morris Livingston, chief of th. na. 
tional economics unit of the Depart. 
ment of Commerce bureau of for. 
eign and domestic commerce, Mr. 
Hendrickson estimated that an apn- 
nual output of six million cars for 
four years would be required to 
keep 34 million cars on the road ip 
1945. (There were 29 million jn 
1941.) 

The boom in housing might last 
a full decade, he suggested. 

“We have never had a real re. 
placement market for houses,” he 
commented. “We may now look 
forward to a replacement market 
which will be as important as the 
market created by the increase in 
the number of households. Both 
the need and the opportunity for 
urban rebuilding will be accentu- 
ated.” 

Mr. Hendrickson emphasized that 
the Department of Commerce would 
set no patterns or policies in post- 
war planning, but merely provide 
the statistics, bench marks, and 
guide posts which business might 
use to chart its own course toward 
the goal of full production, full em- 
ployment and fair profits, “all of 
which means more goods for more 
people at lower prices.” 


Sterling Drug Getting Set 


James Till Jr., president of Ster- 
ling Drug, revealed that his com- 
pany’s postwar planning has reached 
the stage of planning new buildings, 
new manufacturing facilities, and “a 
very substantial enlargement” of its 
| research laboratories. 

“These plans,’ he emphasized, 
“will soon be completed so _ that 
when hostilities cease we can pro- 
ceed immediately to put them into 
effect. 

“The sales departments of our 
several divisions and _ subsidiaries 
are making companion plans so that 
the company’s marketing activities 
in the United States, in Latin Amer- 
ica, and in other countries of the 
world can keep pace with expanded 
production facilities. 

“It is our hope and belief that the 
results of these intensive prepara- 
tions will enable our company to 
absorb all of our returning men and 
women, while retaining most, if not 
all, of our present employes.” 


Taylor Named Editor 

Robert L. Taylor, formerly adver- 
tising manager of the organic 
chemicals and Merrimac divisions 
of Monsanto Chemical Company, 5t. 
Louis, has been appointed editor of 
Chemical Industries and Chemical 
Industries Buyer’s Guidebook, New 
York, effective Feb. 15. He sic- 
ceeds Walter J. Murphy, new y- 
named editor of Industrial & E) 
neering Chemistry and Chemical & 
Engineering News. 


Opens New York Office 


MacFarland, Aveyard & Co. s 
opened branch offices in the Ri A 
building, Rockefeller Center, N 
York, to facilitate handling of s°\- 
eral of the agency’s eastern clie: 5, 
including Curtis Publishing Co '- 
pany, National Board of Fire Und *- 
writers and Standard Steel Spr ‘& 


Company. 


has been promoted to manager. 
John M. Burk has been appointed 
|Detroit manager. Roy M. Hutchin- 
\son, Pittsburgh manager, has been 
_ transferred to New York. Howard 
|C. Boone, of the Chicago office, has 
been transferred to Pittsburgh. 


vy BUSINESS PAP 


A well established and progressive 


LITHOGRAPHED DISPLAYS 


aan ; haa ganization, with modern equipment for magazine or tabloid runs of 


Insurance Admen to Meet 


The eastern round table of the) 
Life Insurance Advertisers Associa- | 


sylvania, New York, March 18-19. 
Nelson A. White, Provident Mutual , : 
Life Insurance Company, Philadel- | feel free to write us frankly. Your 
phia, is chairman of the program confidence and will not be seen or 
committee for the first of the asso- | our own organization. 
ciation’s 1943 regional meetings. | 


50,000 or less, desires to bring one or two business papers into its plant. 
Will consider outright purchase, management contract, straight printing 
contract, or will provide financial aid to sound publishing ideas, perhaps 
even where present earnings are not in evidence. 
, Alli ri he ieve i e future of our country, and are more inter- 
tion will be held at the Hotel Penn- Allied victory belie e in th - ne 

ested in post-war than in immediate possibilities. 

We are not now in competition with any business publication so you may 


ADDRESS BOX 3946, ADVERTISING AGE, CHICAGO 


ER PUBLISHERS x 


mid-west printing and publishing or- 


We are sure of an 


inquiry will be accorded the strictest 
discussed except by the principals of 
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February, 8, 1943 


Oh, Professor: Try 


This On for Size 


New York, Feb. 4.—Victor Whit- 
lot assistant to the publisher of 
yation’s Business, is a firm believer 
‘ at adage about what’s good for 
the goose being equally beneficial 
to the gander. 

Ss» Mr. Whitlock, being somewhat 
intrigued by the “open letter” writ- 
ten to Messrs. Morgenthau, Byrnes 
and Nelson by a couple of hundred 
college professors, is himself in the 
temporary business of writing an 
open letter to these same govern- 
ment officials. Mr. Whitlock’s letter 
will be sent after 50 or more busi- 
ness men attach their names to it 
in the best open letter tradition. 

You will recall, of course, that 
the professors, under the guidance 
of advertising’s old pal, Prof. Col- 
ston Warne of Amherst and Con- 
cumers Union, suggested that adver- 
tising be cut to the bone—or even 
amputated entirely—for the dura- 
tion of the war. Mr. Whitlock in 
turn suggests a little amputation. 
His letter says: 


Gentlemen: 


“In a highly emotional time 
like the present it is rather 
easy for one group to grow 


academic and impractical re- 
warding the function and essen- 
tial character of almost any 
other. As an illustration, the 
letter below paraphrases rather 
closely the one you received re- 
cently from a group of profes- 
suggesting that, without 
wreat loss, advertising might be 
eliminated for the duration. 


sors 


“The undersigned members of 
the advertising and publishing 
profession wish to direct your 
attention to the overwhelming 
waste involved in the continua- 
tion of the full peace-time vol- 
ume of teaching of the subjects 
of Economics and _ Political 
Science, when the scarcity of 
manpower and_= skilled labor 
should dictate drastic curtail- 
ment in this field. We are not 
here discussing the peace-time 
services of educators teaching 
these subjects. We are, never- 
theless, aware that there is now 
little present need to stimulate 
the minds of students in this 
direction. 

“We are confronted with a 
gxreat world catastrophe. The 
nation is being called upon to 
make a desperate struggle for 
its survival. Tremendous 
changes are under way in every 
direction and the post-war pe- 
riod is bound to affect, for 
years to come, the thinking and 
teaching of everyone, and par- 
ticularly with regard to such 
subjects as Economics and Po- 
litical Science. The frame of 
reference will be very different 
in which the new principles of 
these sciences are to be devel- 
oped, The methods of teaching 
them will show tremendous 
change. Those to be taught will 
new generation or the 
younger members of the fight- 
ing forces who may be able to 
return for further instructions. 

“If, under these. circum- 
stances, there should be no fur- 
ther teaching of the subjects 
of Economics, Political Science, 
ete., a great saving of time and 
energy would result, much 
needed manpower would be di- 


be a 


| 


subjects for the duration will in 
no way hinder, but in fact will 
actually tremendously further 
the active prosecution of the 
war, and that a complete and 
fresh approach to, and develop- 
ment of the entire subject in 
the postwar period, far from 
representing any difficulty, will 
be an actual and a sound ad- 
vance. 

“Undoubtedly sucha restricted 
program would bring sacrifices 
in particular cases. We would 
urge that in an all-out war, es- 
sential sacrifices must be made. 
Furthermore, that the freedom 
of the individual may well be 
enhanced if he is less dependent 
upon the stated income earned 
in an unnecessary occupation 
and more dependent upon col- 
lecting the true value of his 
services when they are prop- 
erly appraised in the more im- 
mediate all-out war effort and 
its manpower crisis.” 


Commerce Sets Up 
Distribution Unit 


to Aid Business 


Washington, D. C., Feb. 4.—The 
Department of Commerce this week 
established a distribution division 
in the Bureau of Foreign and Do- 
mestic Commerce. 

The new bureau, which takes 
over the functions and staff of the 
Business Structure and Operations 
Unit, is designed to give added 
emphasis to the work the depart- 
ment has been doing over the past 
20 years on the problems of the 
wholesale, retail and service trades. 

Dr. Walter F. Crowder, who has 
been with the bureau for the past| 
seven years and has been chief of | 
the business structure and opera- 
tions unit for the past two, has 
been named chief of the distribu- 
tion division. 


ADVERTISING AGE 


Introduces New 
‘Vitamized’ Mary 
Lynn Soup Mix 


(Continued from Page 1) 


“positive, nutritive values.” 
Chicken - gumbo, chicken - noodle | 

and vegetable noodle varieties are| 

packed in glass containers, with the | 


ers. A box in each advertisement | 
describes the vitamin content this | 
way: “Vitamin B,, 30%, Vitamin | 
D, 25%, Niacin, 25%, in terms of 
least daily requirements.” The vita- 
min capsule is placed in the top of 
each package, to be removed when 
water is added to heat the soup. 
Each package contains “enough to 
serve six,” the copy says. 

Oren Arbogust, Advertising, han- 
dles the account. 


EXPLAINS SHORTAGES 


Chicago, Feb. 3.—Small-size ad- 
vertisements headlined “Sorry, but 
——”’ and “Please be patient” called 
housewives’ attention this week to 
the fact that Mrs. Grass’ noodle 
soups may not be on the usual store 
shelf but that the grocer isn’t to 
blame. 

Scheduled to run in more than 
100 newspapers throughout’ the 
country, a series of advertisements | 
explains that the maker, I. J. Grass 
Noodle Company, “is participating | 


of necessary ingredients is short) 
and that steadily-increasing demand | 
has made it difficult for dealers to | 


He is responsible for the Retail- 
ers’ Economy for Victory program | 
which the department is carrying | 
out with the Office of Price Ad-| 
ministration, and is currently con-| 
ducting research for a similar econ- 
omy program for wholesalers. 

The creation of the distribution 
division highlights the department's 
increasing interest in the welfare of 
the retailer and wholesaler, two 
orphans of the war storm who have 
thus far had little enough provision 
|made for them. 

There are approximately two mil- 
lion wholesale and retail outlets, 
and 650,000 service establishments. | 
The majority of these companies 
are small businesses which can 
afford no _ technical management 
counsel or advice. One of the major 


remaining soup mixes, spinach and| with the success of their 
celery, sold in paperboard contain-| hiking. 


Private Lines 


Treasury advertising men are due| magazines give strong and relatively 


to put increasing emphasis on the| even 
'hitch-hike phase of Treasury adver-| board,” is sure to add fuel to the 
ments emphasize the vitamins, in a| tising. 
handy capsule, are added after the | covering partial devotion of space) ferociously in a 
contents of the package have been/|to bond-selling themes. 
heated, thus assuring the family of|the Treasury got $26 million of| 


“Hitch-hike” is the term| 


| 
| 


Last year | 


donated magazine pages a question | 
mark under paper limitations, the 
Treasury’s chances may rest largely 
hitch- 


* * * 


There’s lots of talk in Washington 
about a profits limitation bill. Re- 
negotiation did a good job, although 
Congressional committees professed 
to be shocked at the amounts recov- 
ered in renegotiating. But renego- 
tiation was a stop-gap; with the lids, 
no matter how flexible, on wages 
and prices, many legislators think 
profits should be tackled. The ques- 
tion is, how will advertising stand? 

* ae co 

Mayor Frank Hague of Jersey 
City may be this and that, but no 
one has accused him of being dumb. 
Publishing a “financial report” of 
Jersey City covering the past seven 
years for the benefit of “those who 
have invested their money in Jersey 
City bonds” on financial pages of 
newspapers throughout the country 
was a good idea, they point out. 


Copy appeared last week, and/| 
already there have been suggestions | 
that other borrowers might do like- | 
wise, with profit and prestige to/| 


in the war effort,” that the supply | themselves. 


* 38 a 


The latest readership question- | 


maintain ample stocks at all times.| ire released by Time, covering | 
Some ingredients used in the Grass | })?74 “business executives including | 


soups, it is explained, also are being | top management, works managers | 


used by the government for feeding |#%4 Purchasing agents,” at 
the armed forces and for lend-lease | 7#™e compares its coverage with 

| various business papers and asserts 
the | that “the chief point of interest is 


purposes. 
Charles 
agency. 


Silver & Co. is 


Window Displays 
Not Yet Limited, 


Institute Claims 


New York, Feb. 3.—No directives 
against window displays, either in 
the tobacco, brewing, carbonated 
beverage or other industries have 
been issued to date, although cur- 


jobs of the division is to aid this 
problems which lie ahead. 


gressive operators 
trades and services, and these meth- 
ods will be made available to the 
other outlets. 


Ferguson Advertising 
Program Launched 
H. K. Ferguson Company, Cleve- 


verted, helping to solve the 
manpower crisis and a great 
amount of unhealthy and, in the 
light of coming events, actually 
false teaching would be elimi- 
nated so that it would not all 
have to be eradicated from the 
minds of the young when new 
frames of reference and new 
principles are developed in the 
postwar era. We urge, there- 
fore, that through administra- 
tive order, an appropriate di- 
rective be issued which will 
accomplish this purpose. We 
believe that the entire elimina- 
tion of the teaching of these 


ADVERTISING COPY 
AND LAYOUT 


combined course covering advertising 

riting and advertising mechanics and 
yout as applied to all Advertising media. 
iluable for men and women “on the 
" and also for those looking towards 
advertising career. 


Thursday Evening, 5:55-9:25 
FIRST CLASS Thurs. Feb. 11 


ENTRAL YMCA COLLEGE 


19 SOUTH LASALLE « CHICACO - CENTRAL 6787 


land, industrial engineer and build- 


jer, will launch its 1943 advertising | 


program with a bleed page in the 
Feb. 8 issue of Time. Factory Man- 
lagement and Maintainance, Mill & 
Factory and Manufacturers Record 
| will also be used. 

Full pages will 


appear in the 


/magazines once each month, supple- | 


|mented by weekly insertions in a 
| 

'selected group of newspapers. The 
‘advertisements will detail the com- 
|pany’s part in the war effort, and 
|point out how its services can be 
‘utilized by private industrial or- 
ganization for postwar development. 
/Meldrum and Fewsmith, Cleveland, 
is the agency. 


‘Fay, Spencer Advanced 
William Fay, general manager of 
Station WHAM, Rochester, N. Y., 
owned by Stromberg-Carlson Tele- 
phone Mfg. Company, has been 
elected a director and vice-president 
in charge of broadcasting. Lloyd L. 
Spencer, sales manager, has been 
elected a director and vice-presi- 


} dent. 


“ NTREAL 


OnTO 


“i J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA 


ADVERTISING AGENTS + 


important segment of American | 
economy to meet the tough wartime | 


The division will make studies of| . 
proven successful experience of pro- | 
in the various | 


tailments are under consideration, 


Institute reported in a recent bul- 
| After consultation with the print- 
ing and publishing branch of the 
War Production Board, the institute 
announced that reports that window 
displays are to be eliminated in 


basis of fact, in spite of any letters 
or bulletins which may have been 
circulated to the contrary.” 
Curtailment on board and paper 
will probably be on a percentage 
basis and will call for reductions in 
weights and sizes, the bulletin re- 


be felt on jute and kraft than on 
chip board. 

The institute also reported an in- 
| formal WPB opinion that conserva- 
| tion order M-241-A on paper and 
|paperboard limits use of “purely 
| decorative materials, such as tissue 


any industry in 1943 are “without | 


1 


| 


the Point of Purchase Advertising | 


letin. | 


ported. More drastic reductions will | 


|and paper trim, and does not refer | 


‘to soft lithographed store display 
| advertising, such as paper banners, 
| festoons, posters, and streamers.” 


Rich Elected President 

Philip T. Rich, editor and pub- 
\lisher of the News, Midland, Mich., 
|has been elected president of the 
Michigan League of Home Dailies, 
succeeding William Butier, business 
manager, Holland Sentinel. J. Wat- 
ison McCall, advertising manager, 
Grand Haven Tribune, was named 
| vice-president. 


Assumes New Duties 

| Paul Meelfeld, advertising man- 
}ager of Hinde & Dauch Paper Com- 
| pany, Sandusky, O., for the past six 
| years, has been appointed manager 
|of advertising and sales promotion. 
Reed Grunden, former art director, 
jhas been named as his assistant. 


in which | 


the fact that the leading general 


coverage right across. the 
which have been 
business 
Time and Fortune battle. 
With the general magazines vigor- 


flames burning 


paper- 


| advertising for free: this year, with | ously seeking “‘industrial’’ business, 


and stepping harshly on the toes of 
the business press in the process, 
some of the sparks have already 
flown out of the fire, amd others can 
be expected to pop out from time 
to time. 

K 1K * 

The next 15% cut in paper con- 
sumption for magazines and news- 
papers may come as early as March 
1, instead of the April 1 date pre- 
viously expected, it is reported in 
Washington. 

Business papers and general 
magazines are considering eliminat- 
ing bleeds to conserve metal and 
forestall the possibility of formal 
issuance of such an order by WPB. 


Names van Gessel 

Virginia van Gessel has been 
named West Coast representative of 
Einson-Freeman Company, lith- 
ographer, New York, succeeding her 
husband, Ted van Gessel, who has 
entered the Army as a first lieu- 
tenant. 


a 
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John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates to Men in the Armed Forces 
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| FOR AN 


Think it over 


ganization knows of this 


A REAL 
OPPORTUNITY 


AGGRESSIVE SALESMAN | 


One of the best-known companies in its field 
of advertising needs another salesman—a person- | 
able fellow who at the same time is the kind of 
salesman who uses his head to select a good, sale- 
able product, and then uses both his head and his 


feet to sell it, despite “Hell and high-water”. 


For such a man who combines real sales ability 
with intelligence and integrity, we have a perma- 
nent, highly-paid job le 


creasing responsibility, authority and income. 


or pass this advertisement on to 
somebody you think would fill the bill. 
38 with successful experience in selling advertis- 


ing media will naturally get preference. 


write fully. Address Box 3944, Advertising Age, 
100 FE. Ohio St., Chicago, Hl. 


ALERT, 
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Qur or- 
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ADVERTISING AGE 


Candy Council Will. 
Launch Washington 
Series on NBC Net 


New York, Feb. 4.—The Council 
on Candy as Food in the War Effort 
in cooperation with the National 
Confectioners’ Association, will 
launch its new radio series, ‘“Wash- 
ington Reports on Rationing,’ with 
OPA Administrator Prentiss Brown 
as the first guest speaker, beginning 
Feb. 14. 

This series, which features Ernest 
K. Lindley, chief of the Washington 
bureau of Newsweek, as principal 
commentator, will be heard over a 
coast-to-coast network of the Na- 
tional Broadcasting Company Sun- 
days from 3 to 3:15 p. m., EWT. 

Mr. Brown will outline the man- 
ner in which the general public may 
obtain greatest benefits from the 
rationing program. Other Wash- 
ington personalities will also appear 
as guest speakers on subsequent 
programs, discussing last - minute 
developments each week on the sub- 
ject of rationing and how they apply 
to individual homes. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


Douglas Launches Series 


The Douglas Shoe Company, 
Brockton, Mass., will inaugurate a 
new Sunday series featuring John 
Stanley, New England news com- 
mentator, March 7 on 11 stations 
of the Mutual network. Other 
Mutual outlets will take the pro- 
gram on a sustaining basis. Broad- 
casts will be aired 10:30 to 10:45 
p. m., EWT. Harold Cabot & Co., 
Boston, handles the account. 


Carter Renews Fidler 


“Jimmy Fidler from Hollywood” 
has been renewed for another 52 
weeks on the Blue Network by 
Carter Products, Inc., effective Feb. 
28. Originating in the motion pic- 
ture capital, the program is heard 
Sunday from 9:30 to 9:45 p. m., 
EWT, on 70 Blue affiliates in behalf 
of Arrid. Small & Seiffer, New 
York, directs the advertising. 


Sponsors Cleveland Bout 


The 15-round championship light- 
heavyweight bout between Jimmy 
Bivins and Anton Christoforidis in 
the Cleveland Arena Feb. 23 will be 
sponsored by Adam Hats, Inc., on 
120 Blue stations. The broadcast 
will begin at 10:30 p. m., EWT. 


Renews “David Harum” 


B. T. Babbitt, Inc., has renewed 
the serial, “David Harum,” over 52 


NBC stations, for Bab-O, Lycons, | 


.-.- with Economy 


... with ready-made receptire 
audience. 


++ with pogstar appeal cia pa- 
triotic themes; t. e. Combat 
Insignia: Cirilian Defense: 
Airplane, Naral, and other 
types of Military or War 
motifs. 


Poster Stamps 
the Premium Aniwet 
iM 


Moreover, Poster Stamps supply a sure. 
easy, cconomical means of keeping your 
public aware of trade marks, brand names 
and slogans. 

WRITE TODAY for complimentary copic« 
of 3 completely informative booklets: (a) 
The Growth and Modern Application of the 
Voster Stamp; (b) Glossary of Information 
on Poster Stamps; and (c) 58 Case Histories 
of Poster Stamp uses and What Happened.” 


MID-STATES 
GUMMED PAPER CO. 


Manufacturers Mid-States Really Elat 


Gummed Papers. 


2515 Soe. Damen Are... CHICAGO 


and Aunt Polly’s soup mix. It is| ‘DON'T TRAVEL' POSTER 


broadcast Mondays through Fridays | 
at 11:45 a. m., EWT. Duane Jones’ 
Company is the agency. 


Buys News Show 


Brown & Williamson Tobacco; @ 
Corporation will start Floyd Farr, | 
newscaster, on six Pacific Coast} 
NBC stations Monday, March 1, in| 
a Monday - through - Friday news| 
program to be heard from 7 to 7:15) 
a. m., PWT, for Avalon cigarets. | 
The 52-week contract was placed | 
through Russel M. Seeds Company. | 

| 


Sponsors “Renfro” 


Ballard & Ballard Company,)| 
Louisville, Ky., will sponsor “Ren-| 
fro Valley Folks,” serial drama, over | 
18 stations of the CBS network, | 
Tuesdays through Fridays from 8:15 
to 8:30 a. m., EWT, effective Feb. 2. 
In its station line-up for Ballard’s 
Obelisk flour, the client has taken 
stations in CBS’s_ Southeastern 
Group, South Central Group, amd 
the entire Florida Group. Henri, 
Hurst & McDonald, Chicago, is the 
agency. 


Every station and city ticket office of 
members of the Association of American 
Railroads is expected to display this 
dynamic poster designed by Fred 
Chance, Fortune cover artist. 


San-Nap-Pak Sponsors Line Savings Will 
“What’s My Name,” radio quiz : " 

show, will be sponsored by San- Aid MBS Service, 
Nap-Pak, Inc., New York, for Lydia . 
Grey cleansing tissue, over 14 NBC McClintock Says 
stations, Sundays at 10:30 p. m.,| Chicago, Feb. 2—Mutual Broad- 
EWT, effective Feb. 21. The Biow|casting System will plow its sub- 
Company, New York, handles the| stantial savings in network line 


account. charges back into greatly increased 
Gulf Oil Renews program service and a definite pro- 


Help Small Radio 
Stations—Fly 


Washington, D. C., Feb. 4.—Chair- 
man James L. Fly of the Federal 
Communications Commission told 
his press conference this week that 
progress was being made in nego- 
tiations with advertisers to include 
small stations in their advertising 
plans. 

The financal status of the smaller 
stations has been a prime worry 
to FCC and the Office of War In- 
formation for some time. It was a 
key point in the Petrillo investiga- 
tion, and Mr. Fly and Elmer Davis 
testified before the Senate sub-com- 
mittee as to the small stations’ 
intrinsic value as information out- 
lets. The transcription ban, they 
said, would eventually ruin small 
stations. 

The reduction in long-line rates 
by the American Telephone & Tele- 
graph Company was also hailed by 
FCC as an aid to the smaller sta- 
tions. 

The decision as to the actual use 
of the stations, and the resultant 
rise in revenue, will be left to the 
advertisers. “My job,” Mr. Fly 
said, “is to determine the status of 
the smaller stations and to help the 
advertisers get their teeth into the 
small station problem.” 

When FCC’s data on the financial 


, : gram of expansion, Miller McClin- 
Gulf Oil Corporation has renewed tock, president, revealed after a 
“We the People” over the Columbia three-day meeting of Mutual direc- 
Broadcasting System, effective Feb. | tors ended last weekend. 
14. The program is aired Sundays| The recent agreement between 
over 80 stations of the network in | the American Telephone & Tele- 
behalf of Gulf Motor oils and gaso- | graph Company and the Federal 
line. Milo Boulton conducts inter-| Communications Commission, call- 
views with persons from all walks ing for 25% reduction in long lines 
of life in their relationship to the tolls, offers the network a great 
wae : opportunity to improve its service, 
Young & Rubicam is the agency. | pr. McClintock said. 
Mutual’s new president also re- 
vealed that the General Tire & Rub- 


Bob Hope Keeps ber Company, which recently pur- 


. chased the stock of the Yankee and 
Top Spot in | Colonial networks for a million and 
e a quarter dollars and other consid- 
Hooper Ratings erations, had accepted an offer to 
New York, Feb. 3.—National rat-| seauire, more stock in Mutual Thus 
ae o See Sens 5 SPONSOTES | eres in Mutual will be increased 
network programs showed the high- ir ‘ 1314 pr seni William O'Neil 
est level since the start of the real| ‘° id nt y ‘Gc sak Mca ee 
“shooting war,” according to the aah — © Caete:, Suse ° 
Jan. 30 report of C. E. Hooper, Inc. | ™&® ing. 


The current average rating of 12.6 nator 0 sg Meigen, 0. “i 
was topped in the eight-year Hooper | °X€TC!S€¢ MS: Option to — © 


recorded early in 1940 during the | Shares a of Jan. 1, it was an- 
Finnish-Russian battle and when | "OUNCE: 


the Nazis invaded Denmark and 
Norway. Outdoor Group Elects 

The report on the first 15 spon-| Frank T. Hopkins was reelected 
sored programs again shows Bob|president and Pierson A. Skelton 
Hope at the top of the heap, with|was named senior vice-president 
40.9, the highest Hooper rating he|and general manager of the Na- 
has attained. Fibber McGee and|tional Outdoor Advertising Bureau, 
Molly moved to second place, and|by the board of directors, which 
Charlie McCarthy dropped back a|held its annual meeting in New 
‘step to third. York Jan. 28. —— 
| The list of the first 15 for Jan. 30|_, Mr. Skelton, with the bureau 


| tesefinadinns since 1925, will be the active oper- 
| Ncsuces: ; ating head of the organization. He 
Bob Hope; Fibber McGee and| was also named as a member of the 


Molly; Charlie McCarthy; Jack|poard. Three new vice-presidents 
| Benny; Aldrich Family; Mr. District | appointed are J. J. O’Sullivan of 
Attorney; Frank Morgan - Fanny | the New York office and Frank A. 
Brice; Radio Theater; Kay Kayser;| Uhler and P. J. O’Donnell of the 
Rudy Vallee; Bing Crosby; Band- | Chicago office. 

wagon; Fred Allen; Eddie Cantor; 
Take It or Leave It. 


Newspapers, Magazines 
Raipeene Get Black & White Copy 
Benton Takes Charge | A total of 62 newspapers in 42 
'R.: . ‘ cities and eight national magazines 
of Britannica will be included in the 1943 adver- 
William Benton, vice-president of |tising campaign for Black & White 
the University of Chicago and/ Scotch whisky, sold by Fleisch- 
former president of Benton &/mann Distilling Corporation, New 
Bowles, has become chairman of the | York. 
board of directors of Encyclopedia Newspaper copy will range from 
Britannica, Inc., which was recently | 450 to 201 lines, while two-column 
presented to the university by Sears,|space will be used in magazines. 
Roebuck & Co. Painted bulletins will support the 
Mr. Benton has provided the! other media in several key markets. 
working capital necessary to oper-/|Illustrations will feature the trade 
ate the company and ownership of | characters, Blackie and Whitey, in a 
the stock will be divided between variety of timely situations. 


him and the university, it was an- 
) "ea. *. 

nounced iT CBS Program 

° Because of a reduction in orange 
Two Appoint Agency shipments, the California Fruit 
| Strom Steel Ball Company, maker Growers Exchange, Los Angeles, has 
of steel, brass and bronze balls for | eliminated two of the three 15-min- 
industrial use, and Wittek Mfg.| ute weekly broadcasts of “Today at 
Company, manufacturer of hose the Duncans” over a CBS network. 
clamps, lawn sprinklers and rol] The remaining show, on Fridays, 
feeds, have appointed the Advertis- | Will promote Sunkist lemons. Foote, 
ing Corporation, Chicago. Cone & Belding is the agency. 


record only by the average ratings | Mutual stockholder, acquiring six | 


plight of the little outlets is com- 
| plete, Mr. Fly will present it to the 
| advertisers, leaving it to them and 
| the radio stations to make the nec- 
‘essary arrangements. 


Less Meat But 
Good Meals, Is 
New Swift Story 


Chicago, Feb. 3. — Nourishing 
meals for the war worker despite 
wartime restrictions will be empha- 
sized in a new series of advertise- 
ments featuring Swift & Co.’s Pre- 
mium frankfurts, table-ready meats 
and Prem. 

The opener, appearing in the Feb. 
1 issue of Life, is a full-page, four- 
|color message to housewives citing 
'the merits of frankfurts—“the two- 
meat meal”—for home front fight- 
ers. Frankfurt advertisements will 
| be alternated each month with copy 
promoting table-ready meats, and 
half pages will advertise Prem. In 
all, the company will run a total of | 
/12 advertisements in Family Circle, 
| Life, Woman’s Day and Woman’s 
| Home Companion. 


Advertisers May Industry Workers 
Target of Latest 


February 8, 1943 


———; 


Chesterfield Ads 


New York, Feb. 3.—Ligg« 
Myers Tobacco Company this 
released an intensive advert 
campaign for Chesterfield cig:re: 
to 1,300 newspapers throughout ; 
United States, Alaska and Ha 
Units of 1,372 and 1,344 lines a, 
being used. 

Copy and illustration of the firs; 
advertisement salute the 1,500 009 
railroad workers, showing an engi. 
neer lighting a Chesterfield, agains 
a background of a signal tower anq 
a puffing locomotive. Clear across 
the body of the illustration runs the 
announcement, “They deliver the 
goods.” A prominent emblem car- 
ries the three-fold reminder, “back 
up the man in uniform, buy war 
bonds, and write letters.” 

Successive advertisements in the 
series will honor aviation, motor. 
shipbuilding and telephone indus- 
tries, with art and copy conforming 
to the particular industry being fea- 
tured. The campaign differs widely 
from anything heretofore under- 
taken by Liggett & Myers, seeking 
to gain brand acceptance industry 
by industry, with guns trained on 
the men (and women) in overalls. 
In addition, the new series exceeds 
previous Chesterfield advertising in 
war flavor content. 

A new slogan, “the cigaret that 
gives smokers what they want,” 
replaces the old Chesterfield stand- 
by, “They Satisfy.” 

Newell-Emmett Company is the 
agency. 


Lawler Promoted 


Clayton C. Lawler, New York 
representative of Western Family, 
has been elected a vice-president of 
Western Family Publishing Com- 
pany. Before joining Western Fam- 
ily, Mr. Lawler represented Good 
Housekeeping for more than 15 
years. 


Buffalo Club Elects 


Oliver A. Weppner has _ been 
elected president of the Greater 
Buffalo Advertising Club. Other 
officers are: First vice-president, 
George J. Gregor; second vice- 
president, Joseph H. Shinstock: 
treasurer, George H. Pearce; and 
secretary, John J. Flanagan. 


Changes Page Sizes 
Oral Hygiene Publications, Pitts- 
burgh, has announced that effective 


| with the March issue, Oral Hygiene 
| will adopt a page size of 5% by 77s 


inches, while the Dental Digest and 
Proofs —the Dental Trade Journal 


| Consumers will be reminded that 
| Swift’s meat products are just as 
| Popular with the boys at the front, | 
that dealers may be temporarily | 
| short of supplies, and that the com- | 
|pany will do all it can to make its 
products go around. Copy will in-| 
clude time and money-saving ideas 
_for family and company meals, and | 
will offer booklets free of charge | 
| on stretching the meat supply, pack- 
|ing lunch box meals, etc. 


LeTourneau Expands 
Advertising Department 


R. G. LeTourneau, Inc., Peoria, | 
Ill., has expanded its advertising 
department to include public rela- 
|tions and promotions, and George 
C. McNutt, previously advertising 
manager, has been named advertis- 
_ing and public relations manager. 

Eugene Weyeneth, who formerly 
handled company news, is devoting 
}his time to national advertising and 
supervision of the company’s movie 
|program. Roland S. Neff, formerly 
with the Peoria Star, has joined the 
staff. Joe Van de Loo has been 
named art director and Elizabeth | 
Grether advertising production 
| Manager. 
| 


Bidwell Moves Offices 


R. J. Bidwell Company, news- 
paper representative, has moved its 
Los Angeles offices to the Park Cen- 
| tral building, 412 W. Sixth St. 


Named Business Manager. 


Vint T. Campbell, for the past 
|three years advertising manager of 
the Progress-Index, Petersburg, Va., 
has been appointed business man- 
| ager. 


|will be 8% by 11% inches. 


Type 
specifications will not be changed. 


Advertising 


Representative 
Wanted 


To contact sales executives 
of leading national manu- 
facturers and their agency 
personnel on behalf of 
prominent newspaper or- 
ganization in Central West. 
Man selected will be the 


executive type salesman, 
thoroughly familiar with 
the media field through 


actual sales experience. If 
history includes experience 
in sales, advertising or 
merchandising with promi- 
nent manufacturer so much 
the better. He must be 
draft exempt, well edu- 
cated (college graduate 
preferred), have pleasant 
personality and be able to 
get along well with other 
persons. Public speaking 
ability is also desirable. To 
qualify for an interview, 
you should give us full de- 
tails of your experience, 
background and inceme re- 
quirements. All replies will 
be held strictly confidential. 
Address: Box 3945, ADVER- 
TISING AGB, Chicago. 
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ee 


Y \Marhet Place 


- The rates for this department are as follows: 
“Positions Wanted,” 


“Help Wanted,” 


“Representatives Wanted,” and 


“Representatives Available,” 30 cents a line, minimun charge $1. Terms 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in.. 


$4.75 per inch. 


POSITIONS WANTED 

ADVERTISING EXECUTIVE 
Can create and execute complete cam- 
paigns. Splendid merchandising and 
pat aging experience. Twelve years 
successful record with national ad- 
yertisers and agency. 34—married, 
tw children. : 

Box 3947, ADVERTISING AGE, Chgo. 
ADVERTISING AND PROMOTION 
Copywriter with strong background 
in radio, industrial, and consumer ad- 
vertising and promotion, with expe- 
rience in departmental administration 
and planning, desires chance with fu- 
tul : - 
Box 8948, ADVERTISING AGE, N. Y. 
HELP WANTED 


Steno-secretary and correspondent as 
assistant to magazine advertising 
representative in Chicago office. 

Box 3951, ADVERTISING AGE, Chgo. 
Wanted: Young man or woman to do 
lavout and some copy in promotion 
department of The Des Moines Regis- 
ter and Tribune. Energy, good dis- 
position and skill essential. Central 
spot in large growing organization, 
State complete facts about yourself 
and salary expected. 
Promotion Manager, Register 
Tribune, Des Moines, lowa 
Chicago publisher wants ADVG. Mer. 
Small trade monthly. Good correspon- 
dent, “nose” 
ind able to mark ad copy speedily. 
Box 3949, ADVERTISING AGE, Chgo. 


and 


John Marston, | 


for prospective business | 


HELP WANTED 

Constructive experienced magazine 
space salesman wanted by well estab- 
lished leading youth magazine, mid- 
west territory out of Chicago office. 
Box 3950, ADVERTISING AGE, N. Y 
COPYWRITER 
advertising agency desires 

experience, initiative and 
creative ability for Chicago office. 
State age, education, previous 
ployment and salary requirements. 
Box 3952, 


National 
man with 


COPY CHIEF 
Major agecy. exp. $12,000. 
COPY W RITER—top agey. exp. $10,000. 
ASS'T. ACCT. EXEC.—Foods, $7,500. 
COPYW RITER—Agcy. exp., $3,900. 
LAYOUT ARTIST—Prod. exp., $3,600. 
LAYOUT ARTIST—Publishing, $2,400. 


GIRLS 
Secys., stenos., typists, 
operators, clerical. 

No obligation to register. 
Sinclair-Masterson Personnel 
310 S. Michigan Ave.—Suite 1749 
Chicago—HAR, 6003 


switchboard 


REPRESENTATIVE AVAILABLE 
| PUBLISHERS REPRESENTATIVE 
| Established N. Y. 


Excellent contacts—wide experience. 
3ox 3942, ADVERTISING AGE, N. Y 


H. C. OGDEN 

Wheeling, W. Va., Feb. 3.— 
Funeral services were held here 
today for Herschel C. Ogden, pub- 


lisher and owner of a chain of 
newspapers in West Virginia and 
North Carolina. Mr. Ogden, who 


was 74 years old, died Jan. 31 at 
Wheeling Hospital. 


Mr. Ogden was publisher of the| 


Wheeling Intelligencer and News- 
Register. He was one of the foun- 


paper enterprises until he owned or 
held controlling interest in a total 
of 12 dailies in the two states. 


JOHN C. OTHERN 
Jacksonville, Fla., Feb. 2.—John 


business manager and secretary of 
the Jacksonville American, died 
Jan. 26 of a heart attack. He was 
formerly advertising manager of the 
Jacksonville Journal. 


A. R. SHARTON. 


New York, Feb. 2.—Alexander R. 
Sharton, former publisher of the 
New York Journal of Commerce, 
died here Jan. 30. He was 62 years 
of age. Mr. Sharton had been in 
poor health for several years. 

He became publisher of the Jour- 
nal of Commerce in 1927 and was 


Whose trade mark is this? 


‘f you'll write Collins, Miller 
« Hutchings, Inc., Photo- 
‘ngravers, 207 N. Michigan 
\ve., or phone FRAnklin 
5854, we will tell you. 


| forced to retire in 1941 because of 
poor health. Early in his career 
Mr. Sharton had been with the ad- 
vertising department of the New 
York Times, and later joined the 
Butterick Publishing Company in 
an executive capacity. 


| JOHNSON ROGERS 


‘after an illness of five months. 


after the first world war. He be- 


| vice-president and director. 


‘Metropolitan Group 
Increases Its Rates 


| Owing to rate changes of some 
;member newspapers, Metropolitan 


Group has announced new rates ef- | 


fective with the issues of Sunday,| Living and Dining Room: 
The rotogravure ad- | 


| April 4, 1933. 
vertising rate for 23 papers in 20 
|cities will be $20.43 per line flat, as 
jagainst the existing rate of $20.11. 
|In addition, the Scranton Scranton- 


| 


| 


| 


\ian, listed as a supplementary pur- | 
\chase on the old rate card, is not. 


| 


included on the new. 
The rate for 1,000 lines of color- 


Dressing chest ......... - 8 | vincial Sunday papers, 1.0%; busi- | 
Fireside chair (Also for use ness, 0.9%: and technical, non-| 
in living room).......... 5 business, 0.7%. 
Dining room table.......... 6 — P mn ° porn ° | 
ea 6 ‘Civil Liberties Union, MBS 
2 Dining chairs............. 4 | Enter FCC Court Fight 
beng The American Civil Liberties 
a BE cece eesceesesesecs . 6 |Union last week entered the Su-| 
Cabinet ...... --++++e++4 8 |preme Court fight over the Federal 
— \|Communications Commission’s ef- 
I 6th d's. ao ee 60 fort to upset the network time op- 


gravure advertising in 21 papers in| 
|18 cities, formerly $27,295, has been | 


lincreased to $28,195. The comic 
section color rate for half pages in 
, the Baltimore Sun, Chicago Tribune, 


Utility Furniture 


British Copy 


Severely Rationed Ration Book Mess 


in Great Britain 


Sale Restricted to 


|has been re-learned by the British 
Ministry of Food, it was disclosed 
this week, in connection with the 
}issuance of new food ration and 
|clothing books. The lesson points 
up the value of legitimate advertis- 


Newlyweds, Bomb 
ing by the government, in contrast 
with so-called propaganda and edi- 


Victims, New Mothers 
| torial support. 


Washington, D. C., Feb. 4.—“Util-| The Ministry has achieved out- 
ity” furniture is now on the market} standing results with its series of 
in the British Isles, though in lim-|“Food Fact” advertisements, which 
ited quantity, taking its place along-| were started in August, 1940, and 
side wartime “utility” pottery,|a survey last summer revealed that 
hollow-ware, hardware, umbrellas,| 92% of all readers who looked over 
clothing and other articles of every-| government copy gave careful at- 
day life, production of which, be-|tention to the series (ADVERTISING 


cause of the concentration of in-| Agr, July 27, 1942). Smaller series, 


em- | 


ADVERTISING AGE, Cheo. | tailed, the British Supply Council in 


office desires meri- | 
torious business or class publication. | 


dustry, shortage of materials, and|such as one promoting greater con- 
the need for thousands of industrial| sumption of potatoes by offering 
| workers to take on war production | foreign recipes, met with a similar 
work has had to be drastically cur- | acceptance. 

When the first food ration books 
expired, the Ministry advertised the 
procedure for obtaining new ones 
and by the given date more than 
80% of the applications were re- 
ceived. With the second reissue, 
however, it was thought that the 
public knew all about the procedure 
and that press and radio notices 
would be sufficient. Yet three 
weeks after the closing date, a sur- 
vey has just disclosed, only 60% 


| North America has announced. 
| Of plain and economical design, 
| with all superfluous decorative 
touches eliminated, the “utility” 
furniture is made from government- 
approved materials, and may be 
bought only by three priority classes 
of people: those who have been 
bombed out of their homes, newly- 
weds or engaged couples, and ex- 
pectant mothers. It is sold on the 
points rationing system also used of the applications came in—and 
for foodstuffs. |most of them were wrongly filled 
Sixty points are allowed to mar-|in. The Ministry of Food hastily 
‘ried couples purchasing “utility” | resumed the use of paid space and 
furniture, plus 15 points for each| government officials admitted that 
child. For engaged couples it is a| Progress thereafter was rapid. 
case of no marriage, no furniture. | eee 
| They are required to sign an ap-| 
plication form and go through with | 


Provincial Dailies 
ar morrnge to get thelr turnl-/ Win Large Part of 


hey st r y ring | Le ed 
ponrscoll ey must return the bwins British Ad Budget 


New York, Feb. 3.—Johnsonj/no furniture is displayed in the! 
Rogers, 46, executive vice-president | shops. 
of Topics Publishing Company, pub-| choose the furniture she wants from 
ders of the Wheeling Daily News in| |isher of Drug Topics, died Jan. 30|a 15-cent catalog in which is listed 
1890, gradually expanding his news-| at his home in Bayside, Long Island, /| the full range of articles obtainable. 
|;Under the 60 - point 

Mr. Rogers served as sales man-| scheme, the following table of arti- 
ager of Noyes Brothers and Cutler,| cles of furniture, with their points 
St. Paul wholesalers, before and/| price shown on the right, will give | 


came advertising manager of Drug|less married couple’s points would | 
C. Othern, 72, for the past 10 years| Topics in 1924, later being named|be used up in furnishing a three- 


| Cleveland Plain Dealer, Des Moines | 
| 


| Register, Milwaukee Journal, Min- 
|neapolis Tribune, Philadelphia In- 
quirer, Pittsburgh Press and St. 
Paul Pioneer Press, formerly $8,230, 
|has been increased to $8,756, and 
the third-page rate from $6,685 to 
$7,116. Changes in these rates have 
also been made in the other news- 
papers offering comic section color 
through Metropolitan Group. 


Joins Benton & Bowles 

Edward R. Beach has joined Ben- 
ton & Bowles, New York, in the 
newly created post of assistant to 
the president. 
with Procter & Gamble Company 
for the past ten years. 


Addressograph-Multigraph 

Earnings for the quarter ended 
| Oct. 30 totaled $260,650 compared 
with $327,558 during the same quar- 
ter last year. For the 12 months 
}ended Oct. 30, income was $1,593,- 
| 842, against $1,667,400 for the com- 
| parable period in 1941. 


Mr. Beach has been | as i 
z. Beach hes been | a, te Sinrduaat Campaign 


New York, Feb. 3.—Figures com- 
piled by J. Walter Thompson Com- 
|pany reveal that provincial daily 
papers received the 
share of British government adver- 
tising during the first ten months 
of 1942, according to Samuel W. 
Meek, vice-president in charge of 
the agency’s international opera- 
tions. 

Provincial dailies captured £341,- 
165 or 22.4% of the total of £1,521,- | 
754 spent by the British government 
for this period, while London dailies 


Stringent Limits Set 
Owing to the scarcity of materials, 


Instead, the housewife must 


rationing 


Americans an idea of how a child-| 


Straightens Out | 


London, Jan. 21.—An old lesson | 


largest single | 


Coming 
Conventions 


Feb. 15-17. Canadian Association 
of Broadcasters, annual meeting, 
King Edward Hotel, Toronto. 

Feb. 15-18. National Paper Trade 
Association, Waldorf Astoria Hotel, 
New York. 

Feb. 15-18. Technical Associa- 
tion of Pulp and Paper Industry, 
Commodore Hotel, New York. 

Feb. 16-17. Inland Daily Press 
Association, midwinter meeting, 
Hotel Sherman, Chicago. 

April 20-22. American Newspaper 
Publishers Association, annual con- 
vention, Waldorf Astoria Hotel, 
New York. 


Tells Plans for 
Postwar Steel Tanks 


Brown Steel Tank Company, 
Minneapolis, will play up its antici- 
pated postwar market in a new 
series of advertisements launched in 
business papers serving the petro- 
leum marketing industry, dairy in- 
dustry and plumbing jobbers ana 
contractors. 

Copy emphasizes current research 
activities and discusses the im- 
proved steel tanks which will be 
available after the war. The com- 
pany now is engaged in war work. 
Harold C. Walker, Advertising, di- 
rects the account. 


Ryan Heads KFI-KECA 

W. B. Ryan, former KGO and 
'Blue Network manager in San Fran- 
|cisco, has been appointed general 
manager of KFI-KECA, Earle C. 
Anthony, Inc., stations in Los An- 
geles, effective Feb. 15. He succeeds 
the late Harrison Holliway. 


Gowans Joins Clark 

M. L. Gowans, account executive 
with McCarty Company, Los An- 
geles, for the past six years, has 
joined Darwin H. Clark, Advertis- 
ing. 


garnered £333,455 or 21.9% of the 


room house or apartment: ten months’ appropriation. 


Article Points Needed | London Sunday papers received | 

Bedroom: /20.2%; provincial and suburban 

Double bed ..............-. 5 | weeklies, 14.8%; magazines, 12.9%; 
Wardrobe ...... 12 


London evening papers, 5.2%; pro- | 


“Utility” nursery furniture is not|tion clause by filing a brief as a 


rationed and cribs, playpens and|friend of the court in support of| 
children’s chairs may be bought| FCC. ee 
without points. The main point of the union’s| 

The manufacture of any furni-|COmtention is that unless the com-| 


ture other than “utility” is now for- | ™S*!0" 5 rulings are upheld, and the 
bidden in the British Isles and it is | °°Wim& concentration of broadcast- 
ai ; a a |ing is balked, the public will be 
estimated that this will release half faced with having the views of a 
the 15,000 employes of the furniture | few corporation officials as its radio 
industry for other important war/fare. Mutual Broadcasting System 
work. Certain firms, speciallyj/also entered a brief. The Associa- 
designated, are the only ones per-| tion of National Advertisers and the | 
mitted to make “utility” furniture,; American Association of Advertis- | 
and they are located at widely-sep-|ing Agencies previously had filed | 
arated places throughout the coun-|riefs as friends of the court (AA, 
try to include small firms, avoid the | Feb. 1). 
danger of enemy action and ensure | 
that the industry as a whole has an| Kramer to Suprex 
equal chance. | Ralph E. Kramer, former presi- 
dent of H. Channon Company, Chi- 
cago, has been named general man- | 
ager of Suprex Gage Company, 
Ferndale, Mich. 


Featuring a new line of slack suits 
and separate. slacks, Industrial ——— 
Undergarment Corporation, Pough-| . . 
keepsie, N. Y., maker of Stardust Opens Chicago Offices 
slips, has scheduled a series of ad- The North Central Broadcasting 
vertisements in ten national women’s | System, whose 24 affiliated stations | 
magazines, running through May. | are located in six midwestern states, 
Half, three-quarter and full-column | has opened offices at 121 W. Wacker 
advertisements will be used. Nor-|Dr., Chicago. The company owns | 
man D. Waters & Associates, New\and operates KVOX, Moorhead, | 
York, is the agency. Minn., and KSJB, Jamestown, N. D. | 


NOW 
5,000 WATTS 
DAY & NIGHT 


600 KC 
The Only Columbia 
Slation in Maryland 
Pau! H. Raymer Co. 
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Rioling for the new-rich in overalls, 
the three shift sections where war production 
payrolls pile up spending power? . . . Here’s 
one medium that can’t miss—catches virtu- 
ally every city, town and crossroads where 


the stacks are smoking and workers eat and 


sleep; carries more concentrated coverage 


than any other national medium (no error 


—any other national medium); gets to 


breaker boy and bearded senior, women 


welders and women at home; has no limit- 


ations of age, sex, income or social position. 


Metropolitan Group comics sections in forty 


great Sunday newspapers, with more than 
14,000,000 circulation—the first really 


national newspaper network! 


New money is old stuff to this medium 
. . . Every time a family starts, a Sunday 
newspaper readership starts with it. Every 

7, baby makes and holds 
New mone readers for these Sun- 
“ day comics. Every time 
a man gets a raise or a woman gets on a 
payroll, they reach a family with a higher 
income. Moving into a new home, new job 
or new town doesn’t break the reading 
habit or destroy the 
Old stuff reader hold. Adult 
en , 
readership runs over 
75%, includes virtually all children, the 
customers of tomorrow. 

The timing is right—Sunday, when 
most war workers are home; and everybody 
at home is at leisure, has some time during 
the day for reading the funnies; There is 
no time competition for advertising in this 
medium. No better time, or approach, for 
advertising exists—reaching people when 
amused, in a mood that increases reception 
and advertising acceptance . . . The space 
unit is big enough to tell a big story, show 
package or product in actual color. The cost 
is low. And one order, one piece of copy, 
one bill—fills the whole national schedule! 
... Learn more about Metropolitan Group 
comics now, the most magnificent adver- 


tising opportunity of our times! 
a 
Sunday Comic Section Advertising in: Baltimore Sun ¢ Boston Globe ¢ Chicago Tribune 
Cleveland Plain Dealer * Detroit News * New York News * Philadelphia Inquirer * Pittsburgh Press “ i QO O ] an 
St. Louis Globe-Democrat = * ° 


Washington Star Des Moines Register * Milwaukee Journal 


220 East 42d Street, New York + CHICAGO: Tribune Tower « DETROIT: New Center Building + SAN FRANCISCO: 155 Montgomery Street 


Minneapolis Tribune * St Paul Pioneer Press * ALTERNATES: Boston Herald ¢ Detroit Free Press « New York Herald Tribune 
St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express * Cincinnati Enquirer * Columbus Dispatch 


Dallas News * New Orleans Times-Picayune *¢ Omaha World-Herald «* Providence Journal * Rochester Democrat & Chronicle G : Ou 
Springfield Union & Republican * Syracuse Post Standard * METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram * Los Angeles Times 


Oakland Tribune * Oregon Journal * Sacramento Bee * San Diego Union * San Francisco Chronicle * Seattle Times Spokane Spokesman-Review * Tacoma News Tribune 
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\PHIC REVIEW 
OF THE 
WEEK 


NO TAKERS 


PHOTOGRAPHIC 


BROADCASTERS’ ‘TALENT POOL' PANEL 


A ‘talent pool’ of executives of the seven St. Louis radio stations presented a panel 

discussion of broadcasting which featured the Radio Day program of the St. Louis 

Advertising Club, Jan. 26. Those who took part were, (left to right): seated, 

Nicholas Pagliara, WEW; George Burbach, KSD; Arthur Casey, KMOX; David 

Pasternak, WIL. Standing, Merle Jones, KMOX; Robert Convey, KWK; Michael 
Henry, WTMY; and C. L. Thomas, KXOX. 


WIN PACKAGING CONTEST AWARDS 


PRODUC TION OBST f : 
RUCTIONS & 
LOOSE TALK- MORALE <i 


SLANDER- wane SINGERS-GROWCHES 
All Rumors sus t be Sige : 


| ewes 10s 
io Contrit f 


ofurse Ww 


p BABY 
F POWDER 


Free space on a novel board goes beg- 
ging outside the Nuttall gearing division 
of Westinghouse Electric & Mfg. Co., 
Pittsburgh. It was planned by the plant's 
labor-management committee. 


BACKS OWI DRIVE 


Conversion from metal to paper containers has been completed by Johnson & 
Johnson and Lehn & Fink Products Corp. Above are Johnson's baby powder and 
Band-Aid in new wartime dress, while the familiar metal package for Pebeco 
tooth powder has given way to a handy paper container. All three products 
captured awards in the Syndicate Store Merchandiser packaging contest. 


PREVIEWS NESBITT BEVERAGE DISPLAY 


——— 


Saha 


4 


As an aid to the OWl's Security of War 
Information campaign, John B. Stetson 
Co. is launching a magazine series of six 
advertisements early this month, each 
message carrying the “Loose Talk can 
cost Lives" warning illustrated by a well- 
known artist. Kenyon & Eckhardt is the 
agency. 


POSTERS STRESS URGENCY OF WARTIME HOUSING CRISIS 


Hugh Nesbitt, president of Nesbitt Fruit Products, Los Angeles, gets a preview 

f a new dealer display from J. T. Hunsaker, manager of Nesbitt's beverage divi- 

ion. New lithographed inserts will be provided from time to time for use in 
the wood frame. M. H. Kelso Co.. Los Angeles, handles the account. 


RENT YOUR SPARE SPACE NOW FOR CASH! 
REMODELING MATERIALS AVAILABLE ! 


. x = 


—— 


Phone WAR HOUSING CENTER SU 6867 Sumedalily brid y 


é 
# 


Contributing what it considers a real service to a government cause, W. P. Fuller & Co., San Francisco maker and distributor 
of paint, posted this message Feb. | on boards in war production centers of California, Oregon, Washington, Arizona and 
Utah. The appeal was arranged in cooperation with the National Housing Agency, and the same theme is being used in 
Sunset Magazine, 13 western business papers, and in reproductions for industries. McCann-Erickson handles the account. 
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BAATOP FOUNDATIONS ~ BY 
“THE LIFT THAT NEVER LETS Yor DOWN” 


“Hickory PANTIES 


“THE FOUNDATION OF LOVELINESS"’ 


The “you'll be surprised” theme is played up in spring advertising of A. Stein 

& Co.'s Hickory foundation garments for women, counteracting the ‘silly notions” 

consumers have had about rubber-restricted garments. The same type of illus- 
tration will be employed. (Story on Page 29.) 


POSTERS AUGMENT STATEWIDE CAMPAIGN 


' Ji, Ask your grocer for our 
Sid ‘ \ CALIFORNIA-GROWN 
TAS WS SUGAR 

eg > ow 


~ 


AN Bei ie 


.— 
att af 
; 


Three sugar beet processors of California have launched a drive to promote 
greater use of state-grown beet sugar. 
no ships," 


The story, boosting “suger that needs 
is being told in 24-sheet posters, newspapers, farm publications and 
magazines. (Story on Page 4.) 


THE CONTRAST ISN'T FLATTERING 
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Tet DUSTOY THAT SERVES All mUSTEY 


as DUG Be KOPPERS 


The Fuehrer, being trapped by steel, provides the chief interest in this surrealist 

illustration for the opening advertisement of Koppers Co.'s 1943 campaign, which 

points up the achievements of the U. S. steel industry. Other industries will be 
featured in subsequent copy. (Story on Page 10.) 
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ADVERTISING AGE 


Ginger Rogers on the SCREEN... 


“CTANDING room only!” booms the tall, brass-buttoned 
usher. “Next show in 40 minutes!” 

Several million movie-loving Americans patiently stand 
in long lines at the ticket sellers’ windows willingly waiting 
to see their favorite star—GINGER ROGERS. 

On Broadway—or the main street of Abilene, Texas—it 
makes no difflerence—big names are always big box office! 

And that explains, more than any other single factor, why 
Puck -The Comic Weekly is eagerly read by nearly twenty 
million men, women and children every week! 

For Puck, too, features big names...names that are known 


and loved all over America. As famous as Ginger Rogers 
—and almost as “real” in the minds of people—is Puck's 
Blondie, pretty and prudent little housewife, whose life has 
become an American symbol of domestic felicity. 


The Only All Star Cast! 
Yet Blondie is only one of Puck’s ALL STAR CAST. A 
few of the other glamorous and big names that blaze on 
Puck’'s“marquee” are Jiggs and Maggie, Popeye the Sailorman, 
Barney Google, Skippy, Flash Gordon, Tillie the Toiler and 
The Katzenjammers—each a guarantee of “Big Box Office.” 
Over six million families—families, mind you, not indi- 
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Watch for Ginger Rogers 


“LADY IN THE DARK” 
A Paramount Technicolor Production 


“Blondie” in The COMIC WEEKLY 


BIG NAMES are always BIG BOX OFFICE « 


viduals—drop their cares each week and read Puck's pages 
of fantasy, adventure and humor—a fertile field for the 
manufacturer's message. Here, indeed, is Big Box Office for 
nationally advertised products! 

Puck is the only national publication of its kind. It 
blankets the great industrial areas, today's most prosperous 
markets. These are cold statistical facts. 

With gasoline rationed by the OPA, entertainment— from 
now on-will center more and more in the home. Fore- 
casters predict a marked increase in reading. Puck-The 
Comic Weekly is destined for bigger“$ox Office” in 1945! 
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COMIC WEEKE 


DISTRIBUTED THROUGH I5 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York « Hearst Building, Chicago 
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